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Wilson Declares Ad Taxa ‘Dead Duck’ 
as NIAA Probes Defense Problems 


‘Look,’ ‘Esquire’ 
Join in Magazine 
Rate Raise Parade 


New York, June 28—The round 
of advertising rate increases fore- 
cast in last week’s ADVERTISING 
AGE was well under way today. 

Earlier this week Curtis an- 
nounced increases on all its major 
books (See Page 20). Then Cowles 
Magazines disclosed that rates 
on Look will go up approximately 
10% for all space units, effective 
with the Jan. 15, 1952, issue. Don 
Perkins, ad director, blamed “un- 
relenting and continued increases 
in costs, particularly for paper and 
printing.” 

Look currently gets $9,470 a 
b&w page and $13,900 a four-color 
page. 


es Esquire Inc. announced today 
a 10% boost in rates for Coronet 
and Esquire’s Apparel Arts and 
a 6% increase for Esquire—all 
effective next January. Coronet at 
present gets $4,275 per b&w page 
and $6,075 for an inside color page. 
Esquire’s current b&w page rate 
is set at $4,350 and $6,300 for a 
color page. Esquire’s Apparel Arts 
gets $395 for a bkw page and $205 
extra for four-color process at the 
present time. 

Boys’ Life will raise its b&w 
page rate from $2,380 to $2,720, ef- 
fective with the January issue, and 
its line rate from $3.50 to $4. The 
increases reflect an increase in net 
paid from 500,000 to 600,000 per 
issue. 


NEW DISCOUNT STRUCTURE 
ANNOUNCED BY DELL 

New York, June 29—A system 
whereby advertisers will receive 
discounts for frequency up to 12 
insertions on a product and dis- 
counts on the total dollar volume 
of their advertising by corporation 
has been announced by Dell 
Modern Group magazines. The ar- 
rangement will be effective with 
January issues. 

Frequency discounts by product 
will start with the fourth inser- 

(Continued on Page 4) 
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0 one presidential 


New York, June 28—Highlights 
of the 29th annual conference of 
the National Industrial Advertis- 
ers Assn. held here this week in- 
clude: 


1. A registered attendance of 
1,300, which broke all previous 
records. 


2. John F. Apsey Jr., advertis- 
ing manager of Black & Decker 
Mfg. Co., Towson, Md., was elected 
president, after an unprecedented 


contest which saw Robert A. 
Joyce, director of advertising, 
“Automatic” Sprinkler Corp., 


Youngstown, O., nominated from 
the floor as an opposition candi- 
date (AA, June 18). In the final 
vote, Mr. Apsey, the organization 
candidate, won by a vote of 184 
to 43, and on Mr. Joyce’s motion, 
his election was made unanimous. 

3. Charles E. Wilson, director of 
defense mobilization, told the con- 
vention that “the proposed tax on 
advertising is a dead duck for the 
present, but advertisers will want 
to be alert against its possible re- 
vival.” 


e 4. William F. Hufstader, vice- 
president of General Motors Corp., 
pointed out that if “expenditures 
for plant and equipment are a step 
in the right direction and general- 
ly contribute to technological im- 
provements, there may be signifi- 
cance in the parallel between 
expenditures for this purpose and 
expenditures for industrial adver- 


tising,” which, he said, quoting 
Industrial Marketing, increased in 
volume “between 1932 and 1950 
from 40,000 pages to 201,510 
pages.” 

5. The Industrial Advertising 


Research Foundation, with a pro- 
posed annual budget of $75,000, 
was established by unanimous 
vote. Management of the organiza- 
tion will be controlled by contribu- 


tors to the foundation who will! 


elect its trustees. Details of organ- 
ization are expected to be an- 
nounced in the near future. 


e 6. NIAA membership dues were 
increased $5 annually, after out- 
going Secretary-Treasurer C. W. 


Shugert, assistant to the advertis- ' 


ing manager of Shell Oil Co., told 
the convention that “unless we 
vote to increase dues, NIAA can’t 
stay in business.” 

7. The by-laws were changed to 
permit the naming of more than 
candidate and 
more than four vice-presidential 
candidates by the nominating com- 
mittee, and the start of the fiscal 
year was changed from Sept. 1 to 
July 1. 

8. Appointment of a committee 
was authorized to study the feder- 
al tax structure as 
advertising and to investigate ad- 
vantages and disadvantages of a 
plan proposed by ADVERTISING AGE 
calling for “a change in federal tax 
laws to permit advertisers to set 
up a reserve fund for advertising 
in years when business is good, to 


be spent for promotion when busi- | 


ness recedes” (AA, April 16). 
(Continued on Page 52) 


$3,000000 
~” 
DIVIDEND-PAYING STOCKS 
AWAITING OWNERS 
15,000 STOCKHOLDERS 


(me THE DISSOLVED 


COMMONWEALTH & SOUTHERN CORP 


8 me corenenm, 


MISSING MONEY—Times can’t be so 
tough when Commonwealth & Southern 
has to use big newspoper ads like this 
to locate owners of $3,000,000 worth 
of stock in its former holding company 
who have not surrendered their certifi- 
cates for securities currently paying 
$200,000 annuolly in dividends. 


it relates to) 


Better Business 
Group Condemns 
‘Phony’ Awards 


COLORADO SprINGs, COLo., June 28 
—The Assn. of Better Business 
Bureaus meeting here this week 
approved a resolution condemning 
the use in advertising of “phony 
honor awards,” and formally 
called on American business to 
avoid such “trickery” in the inter- 
est of preserving integrity and 
public faith in advertising. 

Edward L. Greene, president of 
the National Better Business Bu- 
reau, in introducing the resolution, 
said: 

(Continued on Page 53) 


Zooming Costs Dictate Higher 
Ad Rates, Newspaper Admen Told 


Agencies Must 


File Prices, 
OPS Insists 


No Forms Available, 
No One Can Fathom 
Reason for Ruling 


WasHINGTON, June 28—Agencies 
and public relations organizations 
which have not filed price lists 
with their local price stabilization 
office are violating OPS regula- 
tions, according to Max I. Fein- 
berg, acting director of the serv- 
ices, exports and imports division 
of Office of Price Stabilization. 

Mr. Feinberg says agencies and 
public relations firms are among 
the business organizations in- 
cluded in Ceiling Price Regulation 
34, the services trade order, which 
went into effect May 16. Service 
organizations were to file price 
lists with OPS by June 16, and 
retail service outlets were to post 
prices, effective that day. 


e The ruling that agencies are 
covered is something of a surprise 
among agency people, who had 
assumed that agencies would be 
regarded as professional organiza- 
tions, exempt from control under 
the basic defense production act. 
Advertising media are exempt by 
statute, and agencies were not con- 
trolled during World War II. 
Mr. Feinberg says, however, 
that agencies do not appear to 
(Continued on Page 55) 


Last Minute News Flashes 


Fruehauf Execs Form Agency: Take the Account 

Detroit, June 29—Allman Co., new agency, has been formed here 
with Leslie C. Allman, former executive vice-president of Fruehauf 
Trailer Co., as president, and Norman Rowe, Fruehauf ad director, 
as vice-president. All Fruehauf advertising personnel will join the 
agency, which will handle Fruehauf advertising and related accounts, 
including Trucking Industry National Defense Committee. Zimmer- 
Keller was the previous Fruehauf agency of record. 


Alfred Bird & Sons Appoints Hilton & Riggio 

New York, June 29—Alfred Bird & Sons Ltd., a British subsidiary of 
General Foods Corp., has named Hilton & Riggio to handle its adver- 
tising. Bird makes a custard dessert powder to be introduced in the 


U.S. on a national basis. 


Indirect Costs Considered in Rollbacks 

WaAsHINGTON, June 29—The Senate last night adopted an amend- 
ment to the basic Office of Price Stabilization legislation which re- 
quires OPS to make “reasonable” allowance for all cost items before 
rolling back prices. This would modify present OPS policy, under 
which indirect costs, including advertising, are not considered. 


Cohen Gets Lydia Pinkham Account 
Lynn, Mass., June 29—Lydia E. Pinkham Medicine Co. has appoint- 


ed Harry B. Cohen Advertising Co., New York, to handle advertising 


of all its products, effective Aug. 
Erwin, Wasey & Co. 


1. The account was formerly with 


National Biscuit Tests Small Shredded Wheat 


New York, June 29—National Biscuit Co. is testing a six-ounce pack- 
age of Nabisco shredded wheat, half the usual size, in 12 markets, via 


newspapers. McCann-Erickson is the agency. 
(Additional News Flashes on Page 53) 


Good and Bad Aspects 
of Newspaper Medium 
Forcefully Presented 


Denver, June 27-~-Newspapers 
have not yet reached perfection 
as an advertising medium. 

After the summer meeting of the 
Newspaper Advertising Executives 
Assn. here, nobody is more certain 
o! this than NAEA members. 

During three days of overtime 
work sessions this week, a record 
summer attendance of the mem- 
bers heard many encouraging re- 
ports and success. stories—and 
some disturbing ones. The latter 
included three strong attacks on 
their rate structures, several 
charges that newspapers give in- 
adequate merchandising support to 
their advertisers, and evidence 
that not enourh newspapers have 
cooperated with NAEA'’s well-laid 
plans to sell the medium to manu- 
facturers’ sales agents. 


@ The meeting opened on an en- 
couraging note Monday as James 
J. Burnett, advertising director, 
Press, Binghamton, N. Y., reported 
a record number of exhibits of 
business development ideas—more 
than 500 altogether, including 168 
color ads. And Louis E. Heindel, 
advertising director of the Madi- 
son Newspapers, said in his key- 
note talk as president of NAEA 
that the newspaper business has 
never before been so well mobil- 
ized. The organizations of news- 
paper promotion men, ad directors 
and representatives are coordinat- 
ing their ambitious projects, and 
the Bureau of Advertising, he 
pointed out, is better financed than 
ever before. 

“Whither TV?” a hard-hitting 
color slide film prepared by the 
American Assn. of Newspaper 
Representatives, was presented by 
AANR delegates. This iJm was 
completed last spring and has re- 
cently been shown to agencies and 
advertisers in TV centers. 


a A sympathetic but highly crit- 
ical analysis of newspaper rates 
was presented by C. Arthur Weis, 
treasurer and director, St. Louis 
Globe-Democrat, and 2nd _ vice- 
president, Institute of Newspaper 
Controllers and Finance Officers. 

Newspapers, Mr. Weis declared, 
have simply been selling newsprint 
in their concentration on increas- 
ing volume and holding down 
milline rates. Volume, he said, is 
a yardstick that has blinded news- 
paper executives to other yard- 
sticks on which ad rates should be 
based. Costs in the past year, he 
said, have so spiraled that “we're 
at a crossroads,” and he made it 
clear that general advertising rates 
must be increased to prevent 
newspapers from going into the 
red. 

Reduction of expenses and 
boosting circulation rates cannot 
solve the problem, Mr. Weis de- 
clared. The only logical solution, 
he said, is to boost rates of adver- 
tising “relatively substantially and 
' (Continued on Page 49) 
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Get Retail Rates Up, Even at Cost 
of Linage, Bedell Tells Newspapers 


Denver, June 26—The sacro- 
sanct subject of department store 
advertising rates in newspapers 
kicked around in decidedly 
earthy terms at the summer meet- 
ing of the Newspaper Advertising 
Executives Assn. here this week. 


was 


The kicker was a newspaper 
NAEA Meeting 
publisher newly arrived from 


Mars, speaking through the medi- 
um of Clyde Bedell, department 
store advertising consultant, for- 
mer department store advertis- 
ing man and agency executive, 
and author of several books on re- 
tail advertising. 

Bluntly, Mr. Bedell’s man from 
Mars charged that newspapers are 
selling newsprint (at practically 


no profit) instead of advertising; 
that department stores, which can 
make the most effective utiliza- 
tion of a newspaper's total circu- 
lation, are paying less for their 
space than smaller stores which 
draw from a more limited area; 
that newspapers and retailers both 
must learn to think in terms of ef- 
fective advertising rather than 
mere size of space; and that every- 
one would be better off if the 
newspaper retail rate were high 
enough to give the newspaper a 
decent profit, even if this resulted 
in somewhat smaller linage totals. 


@ In fact, said Mr. Bedell, the un- 
economic methods of pricing de- 
partment store advertising have 
resulted in larger and larger pa- 
pers because newspapers must 


nV WY, 


WIDE COVERAGE—This luncheon table group at the Newspaper 
Ad Executives Assn. meeting in Denver represents a lot of ter- 
ritory. In the usual order: Ralph W. ‘Callahan, business man- 
ager, Anniston, Ala., Star; Harold S. Barnes, director, Bureau of 


A 


Advertising Age, July 9, 1951 


Advertising; Roy Bradt, San Francisco office, Bureau of Adver- 
tising; Tom Cathcart, vice-president, and Euclid M. Covington, 
ad director, This Week Magazine; Joe A. Lubben, Dallas Morn- 
ing News; Stanley A. Ferger, Cincinnati Enquirer. 


constantly push for greater linage 
in order to keep the economic 
wolf away from the door; and the 
larger papers have in themselves 


| yl diss 
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I struck it rich, selling the rich lowa market 
through the Des Moines Sunday Register! 


For an eye-opening treasure of a market that's easy to dis- 


cover, turn your eye to Iowa. 


Here, the whole shining state of 24% million $5-,billion- 
per-year-prosperous people is uncovered for you by the 
Des Moines Sunday Register. It does a better statewide job 
of coverage than most papers do within city limits. 75% of ' 


all lowa families read it... it 

out of lowa’s 99 counties with 

least 25% in the few others. 
Farm-wise, you know lowa 


completely dominates in 86 
50% to 100% coverage—at 


is the wonder of the world! 


Urban-wise, it’s just as fine—tops top-of-the-list cities like 


San Francisco, Boston. 


The cost of reaching this market gem? Milline rate only 


$1.76. 


PACKAGES A STATEWIDE URBAN 


MARKET RANKING AMONG 
AMERICA'S TOP 20 CITIES 


ABC CIRCULATION March 31, 1951: 


Daily, 374,303—Sundiey, 540,836 


THE DES MOINES REGISTER ann [TRIBUNE 


Gardner Cowles, President 


Represented by: 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—Los Angeles, San Francisco 


contributed somewhat to the prob- 
lems of increasing advertising ef- 
fectiveness. 

Mr. Bedell noted, with some 
sorrow, that probably neither the 
newspapers nor the retailers would 
welcome this suggestion that retail 
rates be raised to a sensible level, 
but insisted that if they are not, 
both retailers and newspapers are 
heading for serious trouble. 

“A rate structure which hurts 
newspapers is not good for depart- 
ment stores,” he said. “Rates that 
tend to throttle advertising from 
smaller stores that help maintain 
principal shopping districts, are 
bad for department stores. A rate 
structure that encourages easy go- 
ing, wasteful department store ad- 
vertising is a disservice to the 
stores that waste advertising, and 
to the entire retail community.” 


s To stores which assert they can- 
not afford higher rates, Mr. Bedell 
suggested, it might be pointed out 
that their profits in the past ten 
years are up substantially, while 
their advertising percentages are 
down to an average of 2.6 as 
against 3.75. 

“If the department stores can- 
not pay rates even equal to those 
of the small stores around them,” 
he insisted, “there is an evil day 
ahead for the big stores—and for 
the newspapers of America.” And 
he added: 

“Stores that complain about 
rates when they are utilizing space 
to only half its fair potential are 
like a man complaining to an oil 
company about high gas costs, 
while he drives in second with his 
brakes on.” 


es In a list of 26 major thought- 
starters about the problem pre- 
sented by the man from Mars, Mr. 
Bedell developed his final thesis 
that more efficient, rather than a 
greater volume of advertising, 
would be beneficial to all con- 
cerned. He said: 

“Would it be wise to consider 
selling advertising instead of more 
space, which is simply newsprint? 
Would it be wise to interest a big 
store in better advertising that 
might produce 50% to 100% more 
response? So that perhaps three- 
fourths of the former space would 
yield the store more business— 
while it profitably paid the higher 
line rates? 

“If ad ertising yielded a store 
33% more response, 75% of its 
present linage would produce the 
same shoppers and volume as now. 
And not change the store’s adver- 
tising percentage, even at rates 
25% higher! 


e “I am not necessarily suggesting 
we should have more of the de- 
partment store’s dollars. I am 
suggesting that it is possible that 
present department store expendi- 
tures—but for less space—might 
have served both stores and us to 
better advantage if creative work 
were more in accord with high 


| standards of professional selling in 


of 1,566 newspapers, 


print.” 

The answer, he insisted, is that 
retail advertisers must become 
more effective advertisers, with 
competent, professional advertis- 
ing staffs, and that newspapers 
must do everything in their power 
to help retail advertisers make 
their advertising more effective. 


MILLINE NEWSPAPER RATES 
TOO LOW. STEWART SAYS 

WASHINGTON, June 26—Newspa- 
per advertising rates have lagged 
behind costs, and will have to be 
adjusted upward, Russ Stewart, 
vice-president and general man- 
ager of the Chicago Sun Times, 
told the International Circulation 
Managers Assn. here last week. 

“A survey of the milline rates 
made by 
Kelly-Smith Co., reveals that while 
newsprint, labor, and other costs 
of producing a daily newspaper 
have increased somewhere close 
to 100% since 1949, the average 
milline rate has been bumped a 
puny 5% for newspapers in the 
circulation category of 62,500 to 
75,000; 10% for papers in the 20,- 
000 to 35,000 class; 15% for papers 
in the 5,000 to 15,000 class; 30% 
for papers in the 1,000 to 3,000 
class,” he said. 


es “The larger metropolitan papers 
haven't done much better. In the 
200,000 to 300,000 group, the mil- 
line rate increase since 1940 has 
been about 10%; in the 300,000 to 
400,000 class less than 30%; 400,- 
000 to 500,000 group less than 
10%; and for papers over 500,000, 
less than 30%. 

“In Chicago on the Sun-Times 
our general milline rate has in- 
creased during this period by 30%, 
our retail milline rate by 37.9%. 
And to further convince you that 
Chicago is not a vigorously com- 
petitive newspaper town, I must 
mention that during this period, 
two newspapers in Chicago have 
actually had a decline in their re- 
tail milline rates. 

“It just doesn’t make sense. 
We've been selling our space at 
bargain rates,” Mr. Stewart con- 
cluded. 


Oil-Heat Names Burroughs 


Oil-Heat Institute of America, 
New York, has named Fred S. 
Burroughs national secretary of its 
distribution division, activities of 
which encompass the fields of 
government, industry, public re- 
lations, advertising, promotion and 
trade organization. Mr. Burroughs 
formerly had operated his own 
companies in the distribution and 
manufacturing fields. 


Luncheon Is Served Moves 


Luncheon Is Served, food dem- 
onstrator, has moved to new 
headquarters at 111 N. Olive St., 
Media, Pa. 


SMI to Meet in Cleveland 


The 15th annual convention of 
the Super Market Institute will be 
held in Cleveland May 11-15, 
1952. 
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In good Comics 
Magazines, adventure, 
action, and mystery 
dramatize a wealth 
of information... 
condition young 
minds to the realities 
of everyday living... 
increase their under- 
standing of science, 
people, literature, 


history, politics .. . 
help give junior’s 1.Q. 
a hypo, and add 
another dimension 

to his education. 


ational 
Comics 


Orouy 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Dell Announces New 
Discount Structure 


(Continued from Page 1) 
tion and will run 2% each for the 
fourth, fifth and sixth insertions 
and 5% each for the seventh 
through ninth. The tenth and 
eleventh will get 10% each and 
the twelfth will receive 15%. Dol- 
lar volume discounts by corpora- 
tion range from 2% between $10,- 
000 and $30,000 to 10% for amounts 
over $90,000. 


@ Frequency discounts will apply 
to ads of one column or larger on 
any one product in any of the 
individual magazines in the group. 


Save with $1.00 art 


$1 buys the prestige of top 
agency art for your ad under 
our repro plan. Select from 4000 
subjects, pay only $1 for those you 

use Semin agencies, Natl. Ad Mgrs 
write for free brochure & “use” agreement 


STIVERS STUDIO 


67 MAIN ST. + SAN FRANCISCO 5. CALIF 


The dollar volume discounts will 
apply ‘*» all advertising above 
$10,000 run by a corporation. 

Dell said the innovation could 
lower costs of a 12-time schedule, 
for instance, by as much as 11% 
below the base rate. The new dis- 
counts, it added, are in addition 
to the regular 15% cut from in- 
dividual magazines’ rates (Modern 
Romances, Modern Screen and 
Screen Stories) when the whole 
group is used. 


Most TV Theaters 
Draw Full Houses 
for LaMotta Bout 


Cuicaco, June 28—Capacity 
turnouts were reported by all but 
one of the 11 theaters offering 
telecasts in eight cities of the Jake 
LaMotta-Bob Murphy lightweight 
fight last night. 

Washington’s Lincoln Theater, 
which turned out its regular audi- 
ence and reopened for the fight 


crowd, failed to fill at least 200 
seats. The management said dole- 
fully that it is undecided about 
carrying the Rex Layne-Rocky 
Marciano bout July 12. 

The Keith Theater, however, 
located in mid-Washington, was 
packed for last night’s event, and 
the manager is making grandiose 
plans for further telecasts. Keith’s, 
which offered the fight as a 
“bonus” in addition to its full 
length feature, “Fast, Hafd and 
Beautiful,” filled its 1,850 seats 
as well as its standing room. 


s To add atmosphere, Keith’s had 
white-coated workers selling ice 
cream and popcorn during the 
fight. The crowd was as noisy as 
an arena mob. Keith’s manager, 
pleased with the show’s success, 
Says next time he will hawk soft 
drinks, too. 

In Chicago, many were turned 
away from both the State-Lake 
and Tivoli theaters. At the Tivoli, 
the packed house was disappointed 
by a picture failure during the 


fifth round. By the time repairs 
were made, the fight was over 
and patrons learned that LaMotta 
had lost to Murphy on a technical 
knockout in the seventh round. 

No rebate was offered the dis- 
gruntled fight fans because, thea- 
ter spokesmen explained, the bout 
had been offered as an “added at- 
traction.” 


R&R, Red Top Brewing Part: 
Cecil & Presbrey Named 


Ruthrauff & Ryan, Cincinnati, 
and Red Top Brewing Co., Cincin- 
nati, have agreed to sever their 
agency-client relationship. R&R 
was appointed to handle the brew- 
ery’s advertising and merchandis- 
ing a year ago. Cecil & Presbrey, 
New York, is the new agency. 


Schmitz Appoints Gardner Co. 


Fred Gardner Co. has been ap- 
pointed agency by Schmitz-Scho- 
enwaldt-Turner Co., New York, 
broker of pharmaceuticals, essen- 
tial oil and allied products. Large 
space in business papers and direct 
mail will be used. 


a DOMINANT BY NIGHT 


WOAI has almost 5 times the NIGHTTIME coverage of any other San 


Antonio station (BMB). 


DOMINANT 


BY DAY 


WOAI has almost 2'2 times the DAYTIME coverage of any other San 
Antonio station (BMB). 


WOAI leads in Hooper ratings morning, afternoon and night. (Hooper's 
continuing study; San Antonio Metropolitan Area). 


DELIVERS MORE AUDIENCE 


WOAI, since 1942, has increased its radio family audience 108% — this 
after erroneously elimina.ing all TV families in area as per ANA. 


FO 


R LESS MONEY! 


WOAI has increased its basic hour rates only 
13% since 1942. Radio families have increased 
84%. On this basis WOAI might logically increase 


its rate from $340 to $624 an hour. 


Still the MOST POWERFUL advertising 


influence in THE SOUTHWEST! 


San Antonio 


AMERICA'S FASTEST 


GROWING 


MAIOR CITY 


Represented Nationally by 
EDWARD PETRY & COMPANY, 
New York, Chicago, Los Angeles, St. Louis 
Dallas, San Francisco, Detroit 


INC. 
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Sumner Agency 
Folds; Sumners 
to Join Kimball 


New York, June 27—The G. 
Lynn Sumner Co., in business for 
the past 25 years, will close its 
doors Saturday, June 30. 

G. Lynn Sumner, founder, pres- 
ident and treasurer, and his son, 
G. Warren Sumner, vice-president, 
will join Abbott Kimball Co., ef- 
fective July 1, as vice-president 
and account executive, respective- 
ly. Going to Kimball with them 
will be the eight accounts current- 
ly on the Sumner books. 

AA was told today by the 
younger Mr. Sumner that a non- 
merger move of this kind has been 
under consideration for more than 
a year. He would give no explana- 
tion other than it seemed “desir- 
able” from the Sumner standpoint. 
He said present Sumner clients 
“will get the benefit of a larger 
agency operation” at Kimball. 
These include Richard Hudnut 
Salon, New York; Kenwood Mills, 
Rensselaer, N. Y.; and Precision 
Equipment Inc., Danbury, Conn. 

Asked about 1950 billings of the 
agency, Mr. Sumner estimated 
this figure at $600,000—“if you 
capitalize all income.” 


e In April, AA reported that Fox- 
hall Finney, account executive at 
Sumner, had left the agency to 
join Wendell P. Colton Co. With 
Mr. Finney went nine drug ac- 
counts. “We were thinking of dis- 
continuing as an agency long be- 
fore that,” Mr. Sumner said. 

Mr. Sumner Sr., prior to his 
founding the agency in 1926, was 
for ten years advertising director 
of International Correspondence 
Schools. While holding that posi- 
tion he was president of the Assn. 
of National Advertisers and a di- 
rector of the Audit Bureau of Cir- 
culations. 

He has also been a director of 
the American Assn. of Advertis- 
ing Agencies and for two years 
was president of the Advertising 
Club of New York. In 1936 he won 
the Annual Advertising Award for 
the best magazine advertisement 
of the year. Three ads he has 
written are included in “The 100 
Greatest Advertisements,” a book 
by Julian Watkins. 


Names George H. Kahn Co. 

Victoria Juniors & Tujacks Jun- 
iors, New York, coat and suit 
manufacturer, has appointed 
George H. Kahn Co. as agency. 
Full-page ads will run in Sep- 
tember issues of Glamour and 
Vogue. 


ONSOLIDATED 


READS THE PRESS of every 
state in the union. Practically all 
daily and over 6000 weekly 
English language newspapers 
are professionally read and 
screened. Individuals, firms 
organizations. governments 
we've served them all for years 
since 1886 


CONSOLIDATED 


43) SOUTH DEARBORN 
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makes each 
minule count 


Promoted from display man to salesman only eight 
months ago, MALCOLM NASH is now top salesman 
for the Eastern Division of one of America’s biggest 
toiletries’ manufacturers. He says: 

"T’m on the go all day calling on drug stores and 
super markets, and I carry Quick with me. It’s the 
only magazine I get time to read all through. You’d 
be surprised how often I quote information from Quick 
when talking to customers. Quick’s a must for me.” 


Why do more than a million people who are “going 
places” rely on Quick? Quick’s complete, authoritative 
news coverage is designed for young, active people 
like Malcolm Nash. It’s easy to read, gets to the 

point, is convenient to carry in pocket or purse. 


A new study by researchers of a leading university 
tells in the readers’ own words how Quick fills 
a need in their lives. Ask for your copy. 


actual size... convenient for pocket or purse 


The pocket news magazine 
| busy. people depend on ! 


GARDNER COWLES, EDITOR 
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Sears’ Fall Catalog Lists Sharp Increases 
in Some Rubber, Wool Items; TV Sets Down 


June 28—Sears, Roe- 
buck & Co. has posted higher 
prices on the vast majority of 
items in its new fall and winter 
catalog, with the biggest increases 
coming in some rubber and woolen 
items 

There are a few price reduc- 
tions in the catalog, the most no- 
ticeable one being on TV sets. Cur- 
rently Sears is offering a 17”-tube 
table model TV set for $189.95, 
whereas a year ago the lowest 
priced 16”-tube set was listed at 
$209.95. 

Sears best quality 6.00x16 auto- 
mobile tires are priced at $18.47, 


CHICAGO, 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over 55 yeors 
90 Fifth Ave., New York 11 
OR 5-3523 


When you 
need 


RECENT 
BIRTH 
LISTS 


up a whacking 32% from last 
year, and an all-wool blanket that 
sold last year for $1448 is now 
$19.75, a jump of 36%%. 

Most of the big price increases 
are in those products made from 
commodities whose prices have 
run away since the start of the 
war. Prices on many of these com- 
modities have dropped sharply in 
recent weeks, but Sears’ prices 
are set some weeks in advance of 
the catalog’s issue date. Prices 
in the current catalog remain in 
effect for the remainder of 1951. 


se To protect itself on some metal 
products, Sears tells customers that 
these will be “available in limited 
quantities only” this fall. Some of 
the items so designated are wash- 
ing machines, farm machinery, 
aluminum roofing and fencing. 
Among the new items listed by 
Sears is a J. C. Higgins high pow- 
er bolt action game rifle with a 


2'2-power scope sight, priced at| 
$124.95. Also offered is a new! 
push-button crankcase drain for 
automobiles which eliminates} 
crawling under the car to let the 
oil out. It costs $2.79. 

The catalog also lists two mod-| 
els of Geiger counters, priced at 
$49.50 and $99.50, and customers 
interested in other models of the 
radiation counters, ranging in| 
price from $24.95 to $220, are in-| 
vited to write to Sears. 


Brundage Forms Ad Service 

James H. Brundage, formerly 
advertising manager of the Bis- 
marck Hotel, Chicago, has formed 
James H. Brundage Co. at 235 N. 
Wabash Ave., Chicago. He will 
specialize in preparation and pro- 
duction of catalogs, direct mail 
and sales promotion literature for 
manufacturers. 


Muntz-TV Reports Earnings 


Muntz-TV Inc., Chicago, reports 
sales of $27,147,846 for its first 
fiscal year ending March 31, 1951. 
Earnings per share of 74¢ repre- 
sent a net income of $749,852. 


_ ke, €2 : 
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SUNKIST BLESSED EVENT—That’s whot June 19 was called, when Sunkist frozen 
juices were introduced at the Los Angeles Adclub. An added interest ot the meeting 
wos the 76th birthday of Jim Brogdon, vice-president of Outdoor Advertising Inc., 
who sold Sunkist its first 24-sheet in 1918. He’s shown here with the original art of 
the old poster, a miniature of the current one (right), and his birthday cake. 


LaVar Reese Joins KSL 


LaVar Reese, formerly produc- 
tion manager of W. E. Feather- 
stone Agency, has joined the mer- 
chandising division of the pro- 
motion department of Station 
KSL-AM and TV, Salt Lake City. 
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YOUR 
BEST 


MARhET 


TODAY, it's common’ knowledge that young marrieds represent the biggest-buying, most active 
market in the home furnishings field. But here’s something unique — our “Young Neighborhood” 
circulation program. We've carefully planned subscription expansion and newsstand sales to cull 
for you the biggest buying segment of that biggest buying group. 


Young Neighborhoods are new neighborhoods, near-by city suburbs filled with new homes... 
new apartment projects ...new housing developments . . . newlyweds .. . new parents. Young 


Neighborhoods are filled with young needs for every home product you want to sell. 


It’s a fact—A page offering booklets in our November, December, and January issues brought 
$2,332.50 from readers for 36,026 booklets. Requests averaged 12,000 a month. 


It’s a fact—A full page advertisement in our February issue pulled 503 coupon returns — 
one for every 720 copies sold. 


And it’s a most significant fact that during the first six months of 1951, LIVING 
For Young Homemakers and its more-than-a-million young marrieds welcomed 59 new advertisers. 


LIVING 


FOR YOUNG 
HOMEMAKERS 


Seattle Gets Taste 
of Price Cutting as 
Drug Chains Battle 


SEATTLE, June 28—Price-cutting 


of fair traded drugstore items 
broke out here last week and 
quickly developed into a price 


war between the two largest re- 
tail drug outlets in the city. 
Pay’n Save Drugs announced 
the cuts in full-page newspaper 
ads headlined: “Pay’n Save cuts 
prices on ‘price-fixed’ items.” 
Copy carried the line: “In New 
York, it’s Macy’s; in Seattle it’s 
Pay’n Save.” Prices were an- 
nounced for the remaining three 
days of the week with the reserva- 
tion, “some quantities limited.” 


@ Typical Pay’n Save cuts were: 
$22.95 Sunbeam toasters to $18.50; 
98¢ Jergens lotion to 79¢; 
59¢ Dr. West tooth brush to 43¢; 
$2.39 St. Regis vacuum bottle to 
$1.69, and $15.95 Wearever pres- 
sure cooker to $10.95. 

Bartell Drugs, another city- 
wide chain, followed with a full- 
page announcing the “biggest 
price crash at all Bartell Drug 
Stores,” and listing essentially the 
same items at the same prices. 
The ad also stated: “We are never 
intentionally undersold.” 

When the New York price war 
started, a Bartell sales official 
told AA that the company hoped 


| fair trade prices would hold but 


planned to meet any prices if 
cutting should break out. 


Backs ‘Comedy Hour’ Weekly 
Colgate-Palmolive-Peet Cu., 


Jersey City, which this season 
sponsored the “Comedy Hour” 
(NBC-TV) three Sunday nights 


out of four, will carry the high- 
budget show every week starting 
Sept. 2. Frigidaire division of Gen- 
eral Motors Corp. formerly carried 
the fourth hour. Sherman & Mar- 
quette is Colgate’s agency. 


Hugo A. D’Amato Promoted 


Hugo A. D’Amato, formerly as- 
sistant to the New York advertis- 
ing manager of American Exporter 
publications, has been named sales 
representative for the publications 
in the St. Louis territory. 


Willard Weiner Joins ABC 

Willard Weiner, formerly New 
York newspaper man, has joined 
the publicity staff of the wes‘ern 
division of Arm erican Broadcast- 
ing Co., Hollywood 
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; We’re not so sure he ought to have a set of his own. 


Roger, being only five, might be better off outdoors, 


learning the sacred principle of the sacrifice bunt. 


Or having someone read him a story. And isn’t he a 


little young to be picking all his own programs? 


But the significant fact from your point of view is 
that most parents count radio so indispensable that 
no home, and hardly a room, is properly furnished 


6é \ f ; ; ' 
atura l ly, without it. People have come to take it for granted 


that without radio, you can’t successfully run a hotel, 


Roger has hire a maid, or raise a child. 


This attitude points up a value more meaningful, 


+ + ” ' 
his OWN radvo perhaps, than the formidable statistics of competing 


advertising media—a quality too often buried under 


radio’s own impressive circulation figures. The figures ' 
don’t lie. They’re just not articulate. They fail to 
make the simple point about radio’s power that 


matters more than numbers.* 


Radio belongs. It belongs upstairs and downstairs, 


=a in the kitchen and in the car. In the 


busy city, and in places the mail 


gets to only once a week. 


If you are an advertiser 
with a big market to reach, 


you belong in radio. 


Columbia 
Broadcasting 
System 


*95': of all U.S. homes have radios. . . 
% million sets... Families average 
nearly four hours a day listening 
to them... They spend 20% more time 
| listening to CBS stations than to 


those of any other network. 
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Three Appoint Jules Lippit 
Segal Optical Co., Peter Najera 
Inc., and Nanette Button & Thread 
Co., all of New York, have named 
Jules Lippit Advertising to han- 
die their export advertising. Trade 
papers and direct mail will be 


ised 


WHAT'S GOING ON? 


Manufacturers and their advertisi-g 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 


Ask tor New Booklet No. 50 
“Magazine Clippings Aid Business” 


BACON'S CLIPPING BUREAU 
Business Papers @ — A emmagic 


343 So. Dearborn St., Chicago 4 


NIAA Research Group to Study Incoming 
Mail; Readership, Exhibits Studies Go On 


New York, June 26—The new 
research foundation of National 


Industrial Advertisers Assn. was 
handed an important assignment 
right off the bat when the NIAA 
research panel session this morn- 
ing received a suggestion and an 
offer from Leonard J. Raymond, 
president of the Dickie-Raymond 
Co., well-known’ direct mail 
house. 

In concluding his discussion of 
direct mail, he said that one of 
the greatest areas to be explored 
is what happens to mail coming 
into a business office. Who opens 
it? Who routes it? Does the ex- 
ecutive sign the coupons, or his 
secretary? These and many other 
questions need to be answered to 
make direct mail addressed to the 
business field more effective, Mr. 


Raymond said. 

Then he proposed that such a 
project be undertaken, and of- 
fered the financial support of his 
own house, which he said would 
undoubtedly be joined by many 
others interested in the field. J. 
F. Apsey, advertising manager of 
Black & Decker Mfg. Co., the 
new president of NIAA, called for 
a show of hands regarding ap- 
proval of the project, and the in- 
dications were immediate and en- 
thusiastic that such a study would 
be helpful to industrial advertis- 
ers. 


e Another important piece of 
news presented to this session was 
the first audit report 
the new Exhibits Attendance 
Audit Bureau, formed recently 


issued by} 


through the efforts of the Ex- 
hibitors’ Advisory Council, Assn. 
of National Advertisers, and the 
NIAA. 

Charles D. Scott, General Elec- 
tric Co., one of the leaders in this 
work, showed the audit of the 
Radio Engineering Show, held at 
the Grand Central Palace in New 
York, March 19-22. The four-page 
form provides complete informa- 
tion on attendance, industry clas- 
sifications, vocational and func- 
tional titles, geographical dis- 
tribution and other data of the 
sort industrial exhibitors have 
been looking for. 


a A jarring note on this subject 
was struck in the afternoon ses- 
sion devoted to trade shows and 
exhibits, and chaired by Wil- 
\liam F. Weimer, advertising man- 
ager, Rockwell Mfg. Co., when C. 
F. Roth, Internati¢nal Exposition 
Co., said frankly that his organi- 


The Denver Post saturates its Retail Trading 


Zone, blankets the State of Colorado, and 


penetrates the entire Rocky Mountain Empire. 


CIRCUL 


Daily 
Sunday 


Empire Magazine and 
Comics 


ATION 


231,888 
362,784 


...395,087 


A.B.C. Publisher's Statement 
September 30, 1950 


THE DENVER POST 


The Vsice of the Rocky Mountain Empire 
PALMER HOYT FOITOR AND PUBLISHER 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 


iS % 
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its at- 
by the 
that anal- 


‘zation would not have 
tendance figures audited 
EAAB. He contended 
yses of show attendance have 
been made by his company for 
35 years, and give far more in- 
formation than is contemplated 
by the audit. Consequently, he feels 
that he will be able to serve ex- 
hibitors better by continuing his 
own system of authenticating at- 
tendance figures 


e Another new piece of research 
information represented at the 
morning research session was a 
color slide film prepared by the 
research department of McGraw- 
Hill Publishing Co., summarizing 
the results of the combined reader- 
ship studies of 18 leading indus- 
trial advertisers. The comparisons 
made in the film were general, 
with no individual publications 
mentioned, but in view of the 
size of the study, with 198,000 
questionnaires mailed out and 
42,800 returned, and with 102 in- 
dustries represented in the re- 
plies, these conclusions were 
drawn: 

1. Business papers are read by 
industrial executives to a far 
greater degree than general maga- 
zines 

2. The cost of reaching indus- 
trial buyers through business pub- 
lications is much lower than 
through general magazines. 

3. In selecting business publica- 
tions, concentration in leading me- 
dia is justified by the small addi- 
tional circulation coverage pro- 
vided by additions to the list. 


e A. W. Lehman, managing direc- 
tor of the Advertising Research 
Foundation, commented on the 
slide film summarizing the four 
business paper readership studies 
sponsored by the Associated Busi- 
ness Publications and conducted 
by the ARF. 

During the discussion W. A. 
Marsteller, Gebhardt, Marsteller 
& Reed, a former president of 
NIAA, said that business pub- 
lishers are skeptical as to the ef- 
fectiveness of the studies and the 
extent to which they have been 
used. Mr. Lehman said that exper- 
ience in other fields indicates 
that twelve or more reports are 
required to build up _ interest 
among advertisers and agencies 
to the extent that they become an 
important force in advertising 
Robert J Barbour, advertising 
manager, Bakelite Corp., expressed 
the hope that the studies will be 
continued. 


e@ Howard G. Sawyer, vice-presi- 


dent of James Thomas Chirurg 
Co., spoke on how to use Starch 


reports intelligently. He suggested 
that no one issue of a magazine 
studied be considered conclusive, 
since there are many variables 
which determine readership. Re- 
late results to the objective, he 
stressed, since “seen-associated” 
may be more important to some 
advertisers than “read most,” and 
vice versa 

It is impossible, too, he said, 
to apply one set of readership fig- 
ures to another medium, as they 
may not hold up. Starch reader- 
ship ratings, he pointed out, are 
no measure of pulling power. since 


many mail order type ads with 
low readership figures pull re- 
turns very well, since they suc- 


ceed in attracting the attention of 
the limited audience at which the 
, appeal is directed. Comparisons of 


* readership figures should be con- 


fined to ads in the same product 
categories, he warned, as inherent 
interest in -product often deter- 
mines the volume of readership. 

He closed by urging agencies not 
to use Starch readership reports 
as the basis of new-business soli- 
citations, as many times these are 
unfair to competitors, since they 
do not always take all factors into 
| account. 
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St. Louis Post-Dispatch 
Buys 
St. Louis Star-Times 


The Pulitzer Publishing Co., publishers of 
the St. Louis Post-Dispatch, has announced 
the purchase of the name, good will, produc- 
tion equipment and circulation lists of the 
St. Louis Star-Times. The circulation acquired 
from this important evening newspaper, com- 
bined with the already large circulation of 
the St. Louis Post-Dispatch, gives virtually 
complete coverage of the St. Louis market. 


Selected features of the Star-Times will be 
added to the many fine features of the Post- 
Dispatch to give readers one enlarged and 
better St. Louis evening newspaper. The old 
daily circulation of the Post-Dispatch was 


290,000 (450,000 Sunday), the Star-Times 
180,000 daily. While a substantial increase 
in circulation is expected, the new daily 
circulation of the Post-Dispatch cannot be 
determined at this early date. 


A sharp increase in newsprint cost will be 
effective July 1. However, there will be NO 
INCREASE IN ADVERTISING RATES for 
the present. When the new daily circulation 
of the Post-Dispatch can be accurately deter- 
mined, new, fair and reasonable advertising 
rates will be announced. Meanwhile, advertis- 
ers using the daily Post-Dispatch will receive 
a large circulation bonus at no extra cost. 


ST. LOUIS POST-DISPATCH 


St. Louzs’ Only Evening Newspaper 


‘You Get ne 


When i, Get the 


"POST" 


New York Advertising Office 
521 Fifth Avenue, 17 
J. V. AMBROSE, Manager 


SAN FRANCISCO 
625 Market St., 5 


Chicago Advertising Office 
Tribune Tower, 11 
E. M. ROSCHER, Manager 


Florida Advertising Office 
Chamber of Commerce Bldg., Miami 32 
ROBT. C. BEVIS, JR. 


Pacific Coast Advertising Offices 
WEST-HOLLIDAY CO., INC. 


LOS ANGELES SEATTLE 
520 W. Seventh St., 14 603 Stewart St., 1 
PORTLAND 


520 S. W. Sixth Ave., 4 
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i Brach Candy Plans 
= Largest Ad’Drives 


on Cherries, Mints 
Cuicaco, June 27—E. J. Brach & 


Sons, Chicago candy manufacturer, | 


will launch its largest ad campaign 
this fall for its chocolate covered 
cherries and its Brach mint bar. 


; the chocolate covered cherries are 
ie scheduled for Cosmopolitan, Good 
Housekeeping, Ladies’ Home Jour- 
nal, Life and Woman's Home Com- 
panion. 
At the same time, Brach will 
? run color ads for the mint bar in 
Collier's, Life, Look and The Sat- 
urday Evening Post. In addition, 
the company is planning a heavy 
schedule of radio and television 
spots in nine major markets, plus 
transportation advertising in sev- 
eral of the nine markets. 


e The mint bar drive will employ 
radio and TV spots “hundreds ot 
times each week” in Chicago, Mil- 
waukee, Minneapolis and St. Paul, 
Des Moines, Kansas City, St. Louis, 
Indianapolis, Detroit and Cleve- 
, land 
; Car cards are scheduled in Chi- 
cago, Cleveland, Detroit, St. Louis 
and in the Minneapolis-St. Paul 
area. 
In addition, Brach will publish 


I - ‘ 

y a four-page, four-color insert in 

oe Nine trade publications and plans 
J te back up the two-prong national 

t, d¥ive with “the most lavish” use 
aa of point of sale materials in the 
* c@mpany’s history. 


Arthur Meyerhoff & Co. is the 
agency 


Land Joins Christiansen 
Malcolm Lund has resigned as 
advertising manager of the home 
pliance division of Murray Corp. 
a America to join Christiansen 
Advertising Agency, Chicago, as 
 accrne and account execu- 


> 


Sets New Closing Dates 
Canadian Home Journal, To- 
r@nto, has announced new closing 
tes for four-color, two-color and 
w ads, effective with the Sep- 
témber issue. New dates will be 
the eighth day of the second 
month preceding date of issue. 


KOTV Appoints Petry & Co. 

Station KOTV, Tulsa, has ap- 
p@inted Edward Petry & Co. as its 
national representative, effective 
July 1 


BRAND NEW 
| PREMIUM 


This baby is brand new and has not 
: been shopped around, which will 
9 recommend it to the alert premium 


‘ user. Insane as it may seem, the 
fact is that Yo-Yos have such a 
broad appeal that you will not be 
egregious in fooli with one of 
these things yourself (25¢ brings 
sample). Price list and/or our com- 
plete catalog free on request. 


HAUSMAN MFC. & SALES CO. 


(Not Inc.) 
3854 W. GRAN” AVE. 
CHICAGO 5], ILL. 


Four-color bleed insertions for | 


Drey Opens Chicago Office _ 


Walter Drey Inc., New York di- 
rect mail consultant, has opened 
offices at 333 N. Michigan Ave., 
Chicago. Alan Drey, formerly ad- 
vertising director of Hudson-Ross 
Inc., has been named western man- 
ager of the company. 


Yale & Towne Names Holding 

William H. Holding has been ap- 
pointed industrial sales manager 
for the Stamford, Conn., and Sa- 
lem, Va., divisions of Yale & Towne 
Mfg. Co. 


|Mason Names Drucker A. M. 
Fred F. Drucker, formerly ad- 
vertising and sales promotion man- 
ager of R. Gerber & Co., Chicago, 
has been named advertising and 
sales promotion manager of Mason 
& Mason Inc., Chicago, parent 
company for Mason's root beer. 


Hening Names Pascal Owen 
Pascal B. Owen, formerly with 
Wheeler-Kight & Gainey, Colum- 
bus, O., has been named copy chief 
of Hening & Co., Philadelphia 
| agency. 


Cabberes’s Bers Bhs eee 


ou 
The map of our country, inviting yout discover 
day ton. \s like a portrait of the grandest fact ” 


equate Park, are Neiare's qrestent © 


Journeying \nto Arne’ 


By DOWALD CULROSS PEATTIE 


Bottomley Named Director 


John W. Bottomley, editor of the 
Market News ot the Chicago 
Wholesale District Council, has 
been promoted to managing di- 
rector of the council. He succeeds 
the late Robert B. Mertz. 


Houser Retires from Globe 
Douglas B. Houser has resigned 
as Ist vice-president of Globe- 
Democrat Publishing Co., St. Louis. 
Son of the founder of the old 
Globe, Mr. Houser wil! remain on 
| the company’s board of directors. 
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Kellogg Co. Promotes Four 
Kellogg Co., Battle Creek, Mich., 
has announced the following pro- 
motions: Power Custer, personnel 
manager, to director of industrial 
relations; Harold F. Muntz, head 
of the infant institution depart- 
ment, to vice-president in charge 
of export sales; R. S. Poole, plant 
manager in Battle Creek, to vice- 
president in charge of domestic 
production, and M. M. Raymer, 
production manager of the export 
division, to vice-president in 
charge of export. 
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‘Post-Gazette’ Boosts Two 


Robert H. Lampee, assistant ad- 
vertising manager of the Pitts- 
burgh Post-Gazette, has been pro- 
moted to manager of general ad- 
vertising. Angelo DeBernardo, in 
the paper’s public relations de- 
partment, has been appointed di- 
rector of public relations. 


Seattle Sales Execs Elect 


H. L. Van Ness, district mana- 
ger of Dictaphone Co., has been 
elected president of the Sales Ex- 
ecutives Club of Seattle. Also 


elected were: Paul Wineman, B. 
F. Goodrich Co., vice-president; 
John Arnold of Lowman & Han- 
ford, secretary, and Howard Dun- 
lap, Monroe Calculating Machine 
Co., treasurer. 


Gardner-Jacobson Formed 

George Gardner, formerly ac- 
count executive with Robert 
Sconce Agency, and George Jacob- 
son, formerly artist with Liberal 
Engraving Co., have formed Gard- 
ner-Jacobson Agency, 106% S. 
10th St., Tacoma, Wash. 


Grey Issues New Retail Guide 
Grey Advertising Agency, New 
York, publisher of the monthly 
“Retail Grey Matter” for depart- 
ment store executives, will com- 
mence publishing a chain store 
edition in July. The informal dis- 
cussion of problems pertinent to 
the field will be distributed to 
executives of 400 retail chains. 


Pittsburgh Ad Group Elects 
Hugh E. MacDonald Jr., ac- 

count executive with Walker & 

Downing, has been elected presi- 


dent of the Industrial Advertisers 
Council of Pittsburgh. Other new 
officers are: W. F. Weimer, ad- 
vertising manager of Rockwell 
Mfg. Co., vice-president; R. C. 
Carr, assistant director of public 
relations, Coppers Co., treasurer, 
and John A. Fink, secretary-treas- 
urer of W. S. Hill Co., secretary. 


John Battison Joins D-F-S 

John H. Battison, formerly asso- 
ciate editor of Tele-Que, has been 
named head of television com- 
mercial production for Dancer- 
Fitzgerald-Sample, New York. 


Great New Travel Market! 


Since Country Gentleman began its travel service last summer, inquiries have 
averaged 1,000 per month... have frequently run as high as 125 per day! 


Yet there is nothing surprising in this 
response. For one or more members in 
80°, of Country Gentleman families 
goes on a vacation during the vear, 
with the distance traveled averaging 
833 miles. 

Today ... Rural America offers a 
great new Vacation Market: millions 


Get the full story of the most penetrating study of farm 
magazine readership ever made. [t shows these facts about 


Country Gentleman’s influence with n 
of subseriber homes: 


6 out of 10 families get useful farming ideas from 


it. and over 3 out of tof these recall 


Women in 6 out of 10 homes get useful service 
ideas from it, and over 3 out of 4 of these recalled 


specific ideas. 


“We enjoyed every minute of our trip through New 
Mexico and Colorado,” writes Harold Davis, Okla- 
homa Country Gentleman subscriber pictured with 
family. "My son and | were interested in checking 
how up-to-date our farming methods were compared 
with other farmers’. Mrs. Davis, my sister and the 
girls were more interested in shopping.” 


a a SS 


Mrs. Fredrick A. Webb, Connecticut Country 
Gentleman subscriber, writes: “Your promptness in 
getting travel information to me has enabled us to 
complete our Canada vacation plans, even extend- 
ing the time we had first planned on. We are going 
to follow the motor route laid out by the ‘Shell Tour- 
ing Service’ and | thank you for referring our request 
to them. After reading your leaflet ‘Climate and 
Clothing’, | have checked our clothing and we will 
be prepared to meet whatever weather will greet 
us. Also, due to your help, we have been able to 
make overnight reservations.” 


of people who have the time, money 
and inclination to travel: who have 
already established vacation travel 
habits virtually identical with those 
of urban people . . . a market not now 
reached by travel advertising in metro- 
politan newspapers and other urban 
publications. 


Features like this new travel service 
have helped earn for Country Gentle- 
man top readership with the people 
of Rural America, who spend one out of 
every 3 of the nation’s retail dollars. 
Where can you find better customers 
... for travel... or for any mass prod- 
uct or service? 


Proof of Editorial Impact 


ren and women heads 


96.2% of families read the advertising, 3 out of 4 
families get buying ideas from it, and over 3 out of 
4 of these recalled specific ideas. 


They spend more time reading Country Gentle- 
man, return to it more often and like it better 


ed specific ideas. 


than any other big farm magazine. 


tising revenue. 


Read more, used more, liked 
more by 2,300,000 pros- 
perous families throughout 
Rural America. 


And advertisers have made Country Gentleman Ist among 
farm magazines—12th among all magazines—in adver- 


Three Integrated 
|20-Second Spots 
Developed for TV 


Los ANGELEs, June 27—The one- 
minute television commercial is on 
| the way out, except for demonstra- 

tions, in the opinion of Doria Balli, 
| president, TV Ads Inc., commercial 
| film producer. 

Miss Balli advanced two princi- 
pal reasons for this opinion: Time 
costs are going up, and shorter 
commercials are needed to make 
room for everybody who wants to 
use television. As recently as a 
year ago, she says, two and three- 

minute commercials were common. 
Today, they have just about dis- 
appeared. 

TV Ads is now making 20-sec- 
ond films, designed for use as a 
complete sales presentation, but so 
| constructed that three can be put 
| together for a 60-second commer- 
| cial, Miss Balli said. This type of 
;}commercial has been made for 
Radio TV-Life, Hancock Oil Co., 
and others. 

The cost of three such 20-second 
We is very little more than for 

a straight 60-second film, she said 
|; On the other hand, a single 20- 
| Second spot costs almost as much 
| aS a 60-second film, because there 

is a basic irreducible cost in both 
cases, 


Colodzin Joins Cecil Agency! 
Robert S. Colodzin, formefly 
general manager of Teleprompter 


and author of “Your Career/in 
Television,” has been named? to 
the TV department of Cecil) & 


Presbrey, New York. He will tbe 
production supervisor for the By- 
mart Inc. account (Tintair). Bon 
Mitchell Jr. has joined the agé@n- 
cy’s TV production staff. : 


Production Managers Elect ' 
The Assn. of Publication Pi- 
duction Managers, New York, Has 
elected Jack McKenna of Popa 
Publications Inc. as president ‘ 
B. Briggs of McCall Corp. Bas 


been elected treasurer and C@n- 
stantine Penkos, F. W. Dodge 
Corp., has been elected secretarf. 


BBDO Promotes Herbert West 
Herbert B. West, head of e 
television department of Bat . 
Barton, Durstine & Osborn, w 
York, has been appointed an ~ 
count group head. Among the Be 
counts he will supervise are - 
ahist Co. and Emerson Drug Co. 


(un spends the nat 


Grant AND 


a” 
rm 
S 
mi 
“ 
— 
J 
a 
Y 


Among the readers of all the multi- 
miliion-circulation newsstand-sold 
magazines reported by Starch * 


American Home 
Magazine 
again ranks £57 


the of 
reader-families making purchases 


with highest percentage 


in this important category 


42nd Starch Consumer Magasine Keport 


Jan. Dee. 190 


American Home is read and re-read by more 
than 2,800,000 families because “Some 


| people can’t think of anything but home!" 
' 


ee a = % — J ae ate 
i ’ (i a 
zt ‘Sa 
# ee aa 
f : a 
i mY 
i mS 
ee ee 
% J Tite 
iy ayes 
as. ee Mies 
at Psi) 
, Po pe . 
+9 at 
+ ewes 
a5 OG 
é Pa 
E w 
a 
ee 
“ : i iA 
- 5 
f oe 
: “f oo 
7 ome 
a 
of 
Be 
Mes 
Bae 
be “he 
ete 
i: 
| _ 
~~ 
; Bs i 
ee. 
eee. 
- 
B. 
me 
ie 
ee. 
‘ 
f aon 
CS 
rem | ez 
es ‘¥ 
| Po ; 
oe 
——s a 
a a “Hs 
| a 
. > J . 

iT = — -s ae 
| Be eee. e 
i > nt ee ae re es 
' . P >» ae... ae j ae 
4 » « 1 % : } 1, "yc Rk it an Oe ‘ to cz. * 

Set eb fe se ie ho) ae = 

4 , = —-s Cl Pe oa bs a } Ea, i 
fit te | NS of Spiga i 

d a 1) fe a pb e he se Sy Se ee 
: De i 4 : Le te <a 2 z ‘i Ey . “a 
| de at Sk dk a ee a | on 
| ae apt, Pas | ES 
eae. : Dah Na” so 2 
ge x z * > . | “pee 
m. oe 5 al ie ' A, bide Oe es ’ 
‘ a } 4 ; 1 \ ee se =" i aha “aa 

ie 3 ; 9 _ 4 a 
4 ' ry 9 ‘ ee. le % 4 = ORS 
; { taal po il i Ly 
‘ . f ‘ te “ce leg , ae ee 
ie ee a ee: ~ a . i" oa 
e e.. : i es Bee a ey mabe 
am. * ry a ' ox: 
, sey ee N eet int 
—— 7 ea oe News 7 ie 
=> Reka eae Fh wet Dee ~ &: r* 
: 7 : : "! om . e's te ~~ - in | | “ de 
| ot a ja ae 
Ou £ cs. —— Ss : Mm 
ntry — fees | a8 
nlem, . 
| an Rey = 
ee | pee 
o.: 
eect 
| arg 
ie 
sit: 
Se oie 
e time ate TN oy 
oo . r a 7 - - A BY col ws i: et 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered 


Issued every Mondoy by Advertising Publications, Inc., 200 E. Illinois St., Chicago !! 
(DE 7.1336), 1! E. 47th St.. New York (MU 8-0073), National Press Bidg., Washington 
4, 0. C. (Re 7659). G. D. CRAIN JR., president and publisher. S$. R. BERNSTEIN, O. L. 
BRUNS, vice-presidents. C. B. GROOMES, treasurer. 


Member Audit Bureau of Circulations, Associated Business Publications, National 
Association of Magazine Publishers, Advertising Federation of America. 


EDITORIAL 
Editor, S$. R. Bernstein 
Executive Editor, John Crichton 
Managing Editor, Robert Murray Jr 
Washington Editor, Stanley E. Cohen 
Feature Editor, Emily C. Hall 
Associates: New York: Maurine Brooks 
Christopher, Charles Downes, Jomes V. 


ADVERTISING 
Advertising Director, Jack C. Gafford 
Managing Seles and Service, G. D. Lewis 
Advertising Production Manager, George 
F. Schmidt 
New York: O. O. Black, Halsey Darrow, 
James C. Greenwood, John P. Candia, 
Harry J. Hoole 
Chicago: O. L. Bruns, Western Advertis- 


O'Gara, Lawrence Bernord. Chicago ing Mgr. J. F. Johnson, E. S. Mansfield, 
Merrey fe ain, Gress a Bradway, Arthur E. Mertz 

Jarlath J. Graham, C. ichman, Mar- . P 

jorie Sweeney, Robert Ginsburg. — Aw Gini se a ee 


Editorial Production, F. J. Fanning 
Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities 


Pacific Coast Manager 


San Francise™ (3): Simpson-Reilly Ltd., 
703 Market Si.. Wm. Blair Smith, Mgr. 


15 cents a copy, $3 a year, $5 two years, $6 three years in U. S., Canada and Pan 
America. Foreign $4 a yeor extra. Four weeks’ notice required for change of address. 
Myron A. Hartenfeld, circulation director 


Get Ready for Hard Selling 


A couple of thousand years ago a Roman gentleman named Marcus 
Porcius Cato (the elder) achieved some lasting fame and succeeded 
in annoying his fellow Roman citizens by insisting, in and out of 
season, that Carthage must be destroyed. He had a one-track mind. 
He thought he saw an immense danger to the Roman state. And he 
hammered home his basic theme with the persistence worthy of an 
a@vertising jingle writer. 

We have no particular desire to emulate Cato to the point of 
dfiving the three remaining readers of these editorial columns into 
the arms of Copy Cub or any of our more entertaining stable of wits 
aid writers. 

But the sudden Russian peace bid in connection with the war in 
Korea gives added point and greatly increased immediacy to our 
PRevious assertions that business management must prepare, and 
q@vickly, for the return of the kind of market in which hard-hitting 
sales and advertising are essential to keep goods flowing to the public. 
/ It is of more than passing significance that one of the first reactions 
vV®iced by the political commentators to the Russian suggestion for 
a@ cease-fire in Korea was that, having failed in its efforts to create 
@@nfusion in America with a war offensive, the Soviet board of 
higher strategy had now decided to try a peace offensive. 

*The idea-—so this reasoning goes—is that if firing actually ceases, 
it will be difficult to keep American public opinion in line for con- 
tinued military effort and controls. There will be less money for 
Military appropriations and a cutback in the entire military program, 
with the result that a larger and larger proportion of American pro- 
diictive capacity will be released for the manufacture of consumer 
goods. Such a release of consumer goods, in turn, would flood the 
market with more goods and services than the consumer market 
could absorb, with the result that the long-awaited breakdown of 
the American economy might actually come to pass. 

Whether this analysis closely mirrors the thinking of the Moscow 
menaces we have no way of knowing. What is important is that it 
doesn't make much difference whether Moscow is moving in a calcu- 
lated way to soften the American economy, or whether the same 
result occurs without benefit of any Moscow master-minding. 

Stoppage of the actual fighting is bound to have some of the ef- 
fects mentioned above, with the result that selling will become in- 
more important than it 
unimportant now. 

The sales and advertising community must be prepared to step in 
and do the biggest and best job it has ever done. And business man- 
agement must be made to realize how vitally important it is that 


finitely is now—and it is by no means 


the tools and the dollars are available to do the job 


Rumblings of Rate Increases 

No subject is more unpleasant to most advertisers than that of 
media rate increases. But most of them are big boys now, and realize 
that they cannot have efficient media unless the advertising rates 
they pay are high enough to meet the costs of publication and leave 
a little over for the medium’s corporate purse. 

The problem is currently acute in the newspaper field, where news- 
print and other cost increases are making it increasingly difficult 
to come out even, although linage is running at an extraordinarily 
high level. 

Too many newspaper advertising men have been thinking almost 
exclusively in terms of linage, rather than revenue, and there are 
signs that Old Mother Necessity will force a change in this attitude 
before very long—especially with reference to too-low retail and 
classified rates. Some of these rates need upward adjustment, even 
at the risk of cutting total linage by a modest amount. 


FoLkT. 


—Woll Street Journal 


“Do you have a delivery man big enough to make my 


husband accept it?’ 


What They're Saying 


Early Retirement a Crime 

Over the weekend I was play- 
| ing bridge at the summer home of 
|a man who, until recently, was 
|chairman of one of the largest 
business firms in the country. 

Last year, at the age of 65, he 
retired from active participation 
in the firm, in compliance with 
the retirement rule he himself 
had set up. “The day after I re- 
tired,” he said, “I went back to 
the plant and the thought suddenly 
struck me that I was the oldest 
man there.” 

Obviously, such retirement rules 
are nonsensical. This man, at 66, 
is as alert as the average man 20 
years younger. There should be no 
reason, except his own preference, 
for retiring from work. By any 
comparative tests, he is worth 
more to the firm than a dozen 
spiritless men of 40. 

Bernard Baruch has suggested 
that we extend the age level of 
retirement from 65 to 70 years, but 
this is just as psychologically un- 
sound. Some people ought to be 
retired at 45, some at 75, and some 
not until they themselves feel un- 
able to work effectively any 
longer. 

What business and industry need 
is a technique for retirement that 
is based on clinical observations, 
work histories and tests of pro- 
ductivity. Any other hard-and- 
fast rule causes great economic 
| waste, to say nothing of the emo- 
tional conflict involved. 


| —Sydney J. Harris, columnist, in the 
Chicago Daily News, June 4. 


Breaking Into Advertising 
Every now and again the neph- 
ew or kid brother of a friend 
decides he would like to break into 
the advertising “game.” To whom 
do these friends send the budding 
huckster? You're right—to me! 
“And what would you like to do 
in advertising?” I ask. “Copywrit- 
ing” is the usual answer—“I think 
I can write; my marks in English 
composition were good.” 


' 


“That’s fine,” I say, “but have 
you had any selling experience?” 
At this point my visitor patiently 
explains that he doesn’t want to 
be an advertising salesman—he 
wants to write advertising copy. 

I explain that copywriting is 


selling in print, and that no agency | 


will hire him to write advertising 
copy unless he has had some copy- 
writing experience. 


“But that. 
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Rough Proofs 


“Why is a woman like an auto- 
mobile?” asks oe Romances. 
Because the finish is always in 
need of a new jab of Simonizing? 


No one thought to credit W. 
Winchell when the poll of readers 
of The Secretary was labeled a 
“Girl Fridays” survey. 


Gladys the beautiful receptionist 
says she sees there has been a big 
rise in newspaper advertising of 
Miscellaneous, but she has no idea 
who has the account. 


Only 40% of the callers at the 
Chas. Dallas Reach agency accept 
its hospitable offer of Krueger 
beer. 

(What'll you have’ Pabst Blue 
Ribbon!) 


Much too late, Ken Jones says, 
Lever Bros. discovered Swan 
couldn’t displace Ivory soap. 

That's one P&G product the com- 
petition has never been able to 
sink. 


“Lifshey hits ‘phony’ awards to 
advertisers,” reports the world’s 
greatest advertising journal. 

Like those fluke hits tha: win 
ball games, they all look good in 
the box score. 


“Success,” asserts the Tea Bu- 
reau’s James J. Booth, “is a jour- 
ney and not a destination.” 

He sounds just like Leo Burnett. 


leaves me in a vicious circle!” he, 


exclaims. I tell him he can break 
the vicious circle by first getting 
a job as a salesman. 

“Suppose you get a job at Macy’s 
selling shoes. You will quickly 
learn all the selling points of the) 
line—the leather, the design, its | 
inner construction for comfort and | 
better support, its competitive 
price, etc. You will learn what peo- 
ple want, you will answer their) 


questions, break down their ob- | 


jections—you will make a sale! 
“That is the time to try your 
hand at copywriting. Write an ad 


about your shoes for the depart-| 


ment store, for the manufacturer, | 
for a mail order house. Compare 


Prepare a sales letter and a pro- 
motion piece about shoes. You will | 
do that easily, too, for you can ex-| 
press yourself well in writing, but | 
most of all you have learned how 
to sell! 

“When you think you have had 
enough selling experience and are | 
satisfied with your copy samples, | 
apply for that copywriter’s job 
you’re so keen about. Your chances 
of landing a job and holding it) 
will be excellent. Good Luck!” 

—Henry Waterston, president, Water- 


ston & Fried Inc., in Executives’ 
Digest, published by the agency. 


The Essence of Advertising 
In my experience, the essence 
of advertising can be summed up 
in nine words: Say it simply. Say 
it often. Make it burn. 
—Thomas D’Arcy Brophy, chairman, 
Kenyon & Eckhardt, in an Advertis- 
ing Council press conference outlin- 
ing the campaign to celebrate the 
175th anniversary of the signing of 
the Declaration of Independence. 


| 


Station WSM says they’re trying 
| to bury radio alive. 

So far, the pall bearers haven’t 
been able to get the corpse to lie 
down. 


Floor covering manufacturers cut 
prices at the furniture show, and 
nothing happened. 

That old debbil Inflation may 
not be so unpopular, after all. 


“More beauty care done in the 


your efforts with a published oa Gene, Companion Snes 


Somebody besides 
must be using Toni. 


the twins 


Almost no salesmen were de- 
veloped for two decades, says Jim 
Nance. 

And the good ones were taken 
off the road and made presidents 
of their companies. 

* 
The 


indelible lipstick is the 


|modern invention which day by 


day is winning multitudes of men 
to its scarlet banner. 


Isn't it strange how poor old Joe 
DiMaggio, slowed down to a walk, 
manages to get into the Yankee 
line-up just in time to win the 
ball game? 


Copy Cus. 
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The Philadelphia ¥nqu! 


The Sunday 
Philadelphia Inquirer 
has... 


THE 


WORLD’S FOREMOST 
COMICS 


Real-life color sells in Inquirer's exclusive 
ROTOCOMICS. Advertisers’ costs are low 
because only black and white proofs 


of regular Sunday Comic ads are needed. 


I. The Philadelphia Inquirer reaches 1 of every 2 families in the Phila- 
delphia 60-County Market. 


2. The Inquirer circulation exceeds the combined circulation of any 
four general or women’s magazines in this market. 


3.97% of Inquirer's circulation of 1,150,000 is concentrated in the 
Philadelphia 60-County Market. 


4. 8,400,000 persons (1950 Census) live in the market, representing 
6% of the nation’s population in 14% of the land area. 


Philadelphia 60-County Market 


5. Coverage is unmatched by any other single advertising medium in 
(3rd Federal Reserve District) 


the Philadelphia 60-County Market. 


gen re 


OSE THE INQUIRER'’S ROTOCOMICS TO SELL 
WITH A SMILE IN 1,150,000 HOMES 


Now in its 18th 
Consecutive Year of Total 
Advertising Leadership 


— A he Philadelphia Inquirer 


Philadelphia Prefers The Inquirer 


Exclusive Advertising Representotives: ROBERT R. BECK, Empire Stote Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE $. DIX, Penobscot Bidg., 
Detroit, Woodword 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Boulevord, Los Angeles, Michigan 0578 
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July 7-1 International Advertising 
Co rence, London, England 

Se ) National Assn. of Photo- 
Lithographers, ennual convention and ex- 
hibit, Statler Hotel, Buffalo 

Sept 17-18 Pennsylvania Newspsper 
Publishers’ Ass annual classified clinic, 
Loosevelt Hotel, Pittsburgh 

ept. 17-21. Premium Advertising Assn, 
S America, New York Premium Cen- 
te sl Exposition, Hotel Astor New 
York 

Sept. 23-28 Advertising Specialty Na 

nal Assn., annual convention and Spe- 

Fair, Palmer House, Chicago 

Sept. 24-26. Southern Newspaper Pub- 

her Assn Arlington Hotel, Hot 
Springs. Ark 

Sept. 24-26. Assn. of National Adver- 
tiser fall meeting, Waldorf-Astoria, New 
York 

Sept 28-29. Continental Advertising 
Awe Network, 19th annual meeting, 


Philadelphia 


Oct. 5-6. Pennsylvania Newspaper Pub- 
shers’ Assn., annual convention, Penn 
Harr Hotel, Harrisburg 
Oct 13-16. Mail Advertising Service 
Asst wth annual convention, Schroeder 
Hote Milwaukee 
) 15-16. Boston Conference on Dis- 
but 23rd annual forum, Hotel Stat- 
e Bosto 
Ont } 18 tnland Daily Press Assn., 
“7t meeting. Congress Hotel, 
cr 
” Direct Mail Advertising 
‘ at wiference, Schroeder 
Hot | wee 
Out 2-23 As t Publishers 
Nese erting. Chicago 
On ‘ ‘ « Tv pographers of 
Ame am . ention. Hotel 
Nex " Cub 
oO ‘ ' ting Inedust of Amer 
ere Hate Statler 
‘ ' Phre < ilatrons 
at ure Hotel. Chicago 
’ Public Relations 
Holly wood 
‘ " i Fle 
» Nate 1 Business Publica 
eetina. Drake Hotel, Ch 
20. « trolled Circulation Audit 
eeting. Drake Hotel, Chicago 
ber tute ot vet set American 
ting Asst winter conference, Ho 


nore, Bostor 


*‘Druggist’ Appoints Kushner 

Daniel Kushner, assistant edi- 
tafia!l director of Topics Publish- 
ing Co., New York, has resigned 
American Druggist on Sept 
follows Dan Rennick, for- 
m@riy editorial director of Topics, 
who week was named editor 
of American Druggist (AA, June 
18) 


} t 
Last 


‘Time’ Transfers Brinker 

Robert Brinker, formerly Time 
representative in Chicago, has 
be@n named manager of Time's 
Boston advertising office 


American Names Lyall 


Herbert J. Lyall has been named 
director of passenger sales of Ameri 
can Airlines, New York. Getting ahead 
in business like Mr. Lyall are thousands 
of regular Wall Street Journal readers 
throughout the nation executives and 
their aides who make or influence de- 
visions on planning, production, sell- 
ing and buying. (ADVERTISEMENT) 


Crucible Steel Uses 
Booklet to Explain 
Its Ads to Employes 


New York, June 26—Crucible 
Steel Co. of America is mailing a 
12-page booklet containing repre- 
sentative ads in the company’s 
1950-51 campaign to 15,000 Cruci- 
ble employes. 

Titled “Here’s What We're Tell- 
ing Them About You,” the booklet 


ve és 
obs 


is designed to explain the com- 
pany’s expanding advertising and 
customer information activities to 
employes. It contains industrial 
ads relating to each major line of 
Crucible products and to each of 
the company’s six special purpose 
steel plants. 


@ The booklet leads off with a 
letter from W. H. Colvin, Cruci- 
ble’s president, which says in part: 

“.. Our advertisements have this 
purpose: To help the sales depart- 


ment 
desirable 
mills, and to Trent Tube [a Cruci- 
ble subsidiary|]...Each ad brings 


maintain a steady flow of 
orders to all Crucible 


out these main points: What 
Crucible makes. How customers 
can use Crucible products. Who 


backs up Crucible’s promise of top 


workmanship, quality and de- 
livery. Why customers can de- 
pend on Crucible for all their 


special purpose steel needs. 
“In other words, our advertising 
tells about your work—and the 
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sum total of the jobs 15,000 of us 
turn in day by day.” 

Employes are invited to make 
comments and suggestions about 
the advertising, which is handled 
by G. M. Basford Co. 


Megs Names Michener Agency 

Megs Macaroni, Harrisburg, Pa., 
has appointed Michener & O’Con- 
nor to handle advertising for its 
Pennsylvania Dutch Bott Boi (pot 
pie). Newspapers and television 
will be used. 


Recorder 


The 


Shoe Industry’s 
No. 1 Publication 


Chilton Publications 


Are Leaders 
In Their Respective Fields 
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Ramfieid Appoints Baird 


Ramfield & Co., importer of 
Danish cheese and Norwegian sar- 
dines and fish products, has ap- 
pointed Gordon Baird Associates, 
New York, to handle publicity, ad- 
vertising and merchandising. First 
promotion is in Hartford, Conn., 
through radio participations. 


years with the newspaper. Most of 
that time he was associated with 
the paper’s New York office. He 
went to Pittsburgh in 1942. 


Bendix Radio Names Three 

Leo G. Sands, staff assistant to 
the general sales manager of Ben- 
dix radio division, Bendix Aviation 
Corp., Baltimore, has been named 


William W. Price, formerly adver- 
tising assistant, has been appointed 
assistant to Mr. Sands. 


]. W. Brown Joins ‘Parade’ 
James W. Brown Jr., formerly 
sales manager of the Chicago Trib- 
une-New York News Syndicates, 
has been named as associate of 
Walter Tenney, vice-president in 


First Ad Agency Group Honors 14 Members 


Derrorr, June 26—Fourteen 
members of the First Advertising 
Agency Group received certificates 
following an award show at the 
group’s annual convention here 
early in June. 

Agencies honored include 


Jay H. Kyle Retires 


director of public relations and ad- 


charge of publisher relations at 
vertising. F. Donald Fenhagen, Parade. Mr. Brown was associated 

Jay H. Kyle, manager of gen- formerly administrative assistant with Editor & Publisher for 23 
eral advertising for the Pittsburgh to Mr. Sands, has been named pub- 


years, and was president and pub- 
Post-Gazette, has retired after 24 lic 


relations representative, and lisher when he left there in 1948. 


Hirsch & Rutledge, 
ranked first in newspaper adver- 
tising; Keelor & Stites, Cincinnati, 
rated second in newspaper adver-, 
tising ang first in television pro- 


BOOT and SHOE RECORDER, National Voice of the Trade, stands out in all 


classifications: circulation, editorial, advertising. 


THE RECORDER offers advertisers the largest paid circulation of any shoe 
publication in the world! This provides not only nearly complete saturation 
of the three-billion-dollar retail shoe market, but coverage of executives, 
managers, and representatives of the important shoe manufacturers and 
wholesalers. What's more, the net paid circulation of over 20,000 represents 
subscribers with a real interest in the advertising and editorial pages of 
THE RECORDER: subscription renewal percentage exceeds 78! 


THE RECORDER editorial pages are dedicated to fostering the better merchan- 
dising of good footwear. The editorial plan is well balanced for complete 
coverage of all phases of shoe retailing. And important news of the industry 
is clearly and concisely interpreted. This all assures a wholesome atmosphere 


for selling in the pages of THE RECORDER. 


THE RECORDER consistently carries more advertising pages than all other 


retail shoe publications combined 


more than twice as much! Shoe manu- 


facturers, leather tanners, shoe materials producers, manufacturers of shoe 


store supplies and accessories, and those with special products and services 
to sell find that the advertising pages of THE RECORDER produce results 


that mean more value from advertising dollars. 


BOOT and SHOE RECORDER gives advertisers the means to penetrate deep 


into the three-billion-dollar retail shoe market. . 


the most of their volume potential. 


CHILTON CO. (Inc.) 


. an opportunity to make 


Chestnut and Soth Streets, Philadelphia 39, Pa. © 100 East 42nd Street, New York 17, N. Y. 


THE IRON AGE serves the richest divi- 
sion of the industrial field—the metal 
working industry. 


HARDWARE AGE, the leader in the 
field of hardware distribution. 


HARDWARE WORLD $¢—roviding blanket 
coverage of the retail and wholesale hard- 
ware (rade in the eleven Western States, 


DEPARTMENT STORE ECONOMIST 
reaches more key department store people 
than any other business publication. 


BOOT AND SHOE RECORDER, 
the authoritative publication of the shoe 
business. 


THE OPTICAL JOURNAL AND 
REVIEW OF OPTOMETRY, the out- 
Standing publication serving the optometric 
profession and optical industry, 


THE JEWELERS’ CIRCULAR. 
KEYSTONE, the recognized leader and 
authority of the jewelry trade. 


AUTOMOTIVE INDUSTRIES, theauto- 
motiv. industrial news authority in auto- 
motive and aircraft manufacturing plants. 


MOTOR AGE covers all automotive 
service and maintenance problems, 


COMMERCIAL CAR JOURNAL 
provides the greatest coverage of any pub- 
lication serving the motor truck and bus 
fleet maintenance field, with the valuable 
plus of 4,000 trade subscriptions. 


THE SPECTATOR 
LIFE INSURANCE IN ACTION, most 
quoted life insurance publication. 


THE SPECTATOR 

PROPERTY INSURANCE REVIEW, 
the magazine of influence among fire and 
casualty companies and their agents. 


DISTRIBUTION AGE, the magazine 
that integrates all phases of distribution. 


| Burch, Phoenix, first in radio spot 
|announcements and in TV pro- 


| advertising; Son De Regger Agen- 


,ing literature other than direct 
| mail; Merritt Owen, Kansas City, 


Gwynn, Memphis, and Ron Taylor 


|grocery and drug products, has 
j}been launched by Selling Re- 


| York. The service is said te 
t 
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grams; Mayers Co., Los Angeles, 
first in newspaper advertising and 
second in public service cam- 
paigns; Advertising Inc., Rich- 
mond, Va., second in newspaper 
advertising; Smith, Taylor & Jen- 
kins, Pittsburgh, first in industrial, 
farm, trade or professional adver- 
tising and first in outdoor. 


e Also honored were: A. E. Ald- 
ridge Associates, Philadelphia, sec- 
ond, and Paulson-Gerlach, Mil- 
waukee, third, in industrial, farm, 
trade or professional advertising; 
King, Ackerman, Deckard and 


grams; Silton Bros., Boston, first 
in direct mail advertising; Hevenor 
Co., Albany, first in street car 


cy, Des Moines, first in advertis- 


Kan., first in TV spots; Lee-Stock- 
man Inc., New York, first in pro- 
motional campaigns, and Biddle 
Co., Bloomington, II1., first in pub- 
lic service campaigns. 

Milton Simon of Simon & 


of Smith, Taylor and Jenkins, 
Pittsburgh,. headed the FAAG 
award committee. Judges of the 
show were Hugh McNeill, Fred 
Herman and Fred Jull, all of Hol- 
den, Clifford & Flint, Detroit 


Starts Store Audit Service 
“Sell-O-Rator,” a nation 
syndicated store audit service fr 


search Inc., 92 Liberty St., New 


able to cut reporting time on 
movement of products across 
retail counter from seven to ‘- 
weeks. Reports will show the 
ative size, division and geography 
of the market, city size patter, 
seasonal curves of consumer pul- 
chases, package size division, prige 
class pattern, degree of dealér 
support and the efficiency of c@- 
operative advertising. : 


: 
GF Promotes G.S.Brady 
G. S. Brady, formerly oe; 
) 


director of market research 
General Foods Corp., New Y« 
has been promoted to director 6f 
market research. Mr. Brady s 
ceeds Richard H. Moulton, who ne 
resigned to take up similar w 

in New England 


Among the readers of all the multi- 
million-cireulation newsstand-sold 
magazines reported by Starch * 


American Home 
Magazine 
again ranks £57 


with the highest percentage of 
reader-families making purchases 
in this important category 


C42 Starch Consumer Magasior Report, 
dan. - Dee, 190 


American Home is read and re-read by more 
than 2,800,000 families because “Some 


people can't think of anything but home!” 
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New Color Control 
Process Developed 


MINNEAPOLIS, June 26—A new 
color control process, used largely 
in making duplicate color prints 
from colored transparencies and 
retouched colored art work, has 
been developed by Charles Burgess 
of Ellertson-Burgess Co. here. 

According to Mr. Burgess, his 
method, when used with color 


Spree in South 


The farmer in the South has a 
daughter (and a wife), and money 
to spend for all good things of 
life. The short-cut to his pocket- 
book is SOUTHERN FARMER, 
lowest rate-per-thousand of all 
farm publications in America. 
Success stories and facts, all 
for you, if you send letterhead. 
SOUTHERN FARMER 


737 HM. MICHIGAN AVE., CHICAGO 14, Lt. | 


transparencies, intensifies detail, 
form and texture and corrects 
depth of color to bring the subject 
matter within reproducible range 
without affecting other areas, thus 
allowing corrections before plates 
are made. 

Used with colored art work, the 
Burgess process is said to repro-| 
duce the original with its exact 
detail and color without the re- 
touching generally required for 
original color prints. Each dupli- 
cate is described as accurate in de- 
tail and color regardless of the 
number of duplicates made. 


NBP Adds Score of Papers 
to Its Membership Roster 


Construction Equipment, Plant 
Engineering, Power Engineering 
and Western Paint Review, con- 
trolled circulation papers, have) 
been admitted to membership in 
National Business Publications. In| 
addition, the following paid-circu- 
lation papers, published by mem-| 
ber publishers, are now listed on! 
the NBP roster: 
| Hotel Management, Hetel World-| 
Review, Restaurant Management, | 


|in Action, 


Sales Management, Purchasing, 
Automotive Industries, Boot & 
Shoe Recorder, Distribution Age, 
Hardware Age, Iron Age, Jewelers’ 
Circular-Keystone, Motor Age, Of- 
ficial Journal and Review of Op- 
tometry, Spectator Life Sneurenee 
Boxboard Containers, 
Westerm Construction, Foundry 
and Steel. 

The association has changed its 
dues structure so that dues are 
computed for each publication 
separately, at 25/100s of 1% of 
annual net advertising revenue, 
with a minimum of $150 and a 


maximum of $1,500. Each pub-'| 


lishing company member's dues 
are based on the total publications 
in the publishing house—ABC and 
CCA—which are eligible for the 
association. 


| KTTV Gets Football Rights 


Station KTTV, Los Angeles, has 
signed with Sportsvision Inc. for 
exclusive rights in Los Angeles 
to delayed telecasts of 30-minute 
composite films of the 1951 foot- 
ball games of the University of 
| Southern California and the Uni- 
versity of California at Los An- 
geles. 


‘ei 
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Federal Reserve Figures on Department Store Sales 


WASHINGTON, June 26—Depart- 
ment store sales during the week 
ended June 16 were up 1%, com- 
pared to sales throughout the U.S. 
during the corresponding week of 
1950. 

The New York Federal Reserve 
district reported an 11% rise which 
was sparked by a 14% increase in 
dollar volume in New York City. 

San Diego, up 16%, topped all of 
the cities on the list in terms of 
percentage increase over last year. 
Next, after New York, were New- 
ark and Oakland, both up 9% 

Despite Father’s Day promo- 
tional sales, department store vol- 
ume generally was somewhat dis- 
appointing. In the St. Louis and 
Boston districts, for example, sales 
were off 9%. Several cities reported 
larger declines, among them Mem- 
phis (down 17%), Nashville, Little 
Rock and Duluth-Superior (all off 


Wo... 


STEM OF PROGRAMMING EVALUATION— 


— Ki hle Servtee 


| in iowa, WHO is tHe 
) PREFERRED PUBLIC SERVICE STATION 


Ever since the birth of radio, the industry's wisest leaders 
have recognized radio's potentialities and responsibilities 
in the public welfare. They have understood that sound 
Public Service, far from being a mere restraint or “tax” on 
the industry, is its best justification for existence, its best 


WilO 


+ for lowa PLUS + 


“life-insurance” 


confidence of the nation. 


for building and holding the esteem and 


Station WHO has always put Public Service at the top of 
its programming activities. Not second or third or tenth. 
First. WHO is the spark plug for dozens of public-service 
projects which regularly enlist the hearts, minds, pocket- 
books and work of millions of citizens in Iowa Plus. 


Soa 


For 


lief Project, carried almost daily 
on our station for several years, 


ia 
Our Pp 


Re- that has taken place on American 
farm lands for 350 years” .... 


has sent many fons of food and 
clothing (over 54,000 parcels, by 
very conservative estimate) to 
needy Europeans. One typical lis- 
tener recently reported shipments 
of over 500 Ibs. — forwarded us 
such grateful European responses 
as: “With all our hearts we thank 
you again and again for your 
true friendship and we pray the 
Great God might always beware 
you from all what is terrible" — 
etc., etc. 


Another for inst Our Annual 
Corn Belt Plowing Match and Soil 
Conservation Day has drawn up 
to 100,000 farmers per year, to 
witness newest agricultural devel- 
opments. Of one such recent Day, 
the Chief of the U. S. Soil Con- 
servation Service said “this is 


More for instances: Every day of 
the week, WHO carries at least 
one hour of Public Service pro- 
grems, including “The Billboard” 
(a highly popular and effective 
program exclusively devoted to 
special appeals) — Veterans’ Fo- 
rum" (in which veterans’ problems 
are discussed and solved) — 
“Flight Lines" (in which the Di- 
rector of the lowa Aeronautics 
Commission speaks) — “lowa 
Roundtable” (forums and panels 
conducted by civic leaders) — 
“Governor Beardsley Hour” (our 
State's First Executive) — “Coun- 
try Home” (a program for farm 
women) — “Highways to Safety”, 
“National Guard Show", “News 
and Views About Religion”, and 
hosts of others, including many 
church services. All of these are 


DEPARTMENT STORE 
SALES INDEX — 


1938 39 EQUALS 100 


Week to June 16, '51* p305 
Week to June 17, °50*..302 
Week to June 9, '51*....311 
Week to June 10, '51*..302 
Month of April, °51... 
Month of April, '50......292 


pPreliminary 
*Not adjusted seasonally 


12%), and Boston and Providence 
(both off 10% ). 
™ Change from ‘0 
Week Ended 
Federal Reserve June June June 
District and City 2 of) 16 
UNITED STATES 
Boston District 
New Haven 
Boston 
Lowell-Lawrence 
Springfield 
Providence 
New York District 
Newar 
Buffalo 
New York 
Roc ag 
Syra 
Philadelphia District 
Philadelphia 
Cleveland District 
Akron 
Cincinnati 
Cleveland 
Columbus 
Toledo 
Erie 
Pittsburgh 
Richmond District 
Washington 
Baltimore 
Atlanta District 
Birmingham 
Jacksonville 
Miami 
Atlanta 
Augusta 
New Orleans 
Nashville 
Chicago District 
Chicago 
Indianapolis 
Detroit 
Milwaukee 
St. Leuis District 
Little Rock 
Louisville 
St. Louis Area 
Memphis 
Minneapolis District 
Minneapolis 
St. Paul 
Duluth-Superior 
Kansas City District 
Denver 
Wichita 
Kansas City 
St. Joseph 
Oklahoma City 
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Promotes Thompson, Gross 

Reynolds & Reynolds Co., Day- 
ton, O., printer and lithographer, 
has promoted Lester R. Thompson 
from director of advertising and 
research to general manager of 
the company’s plant in Celina, O 
Gaynard W. Gross, formerly head 
of the product development de- 
partment, has been named to the 
newly created position of director 
of advertising and product devel- 
opment and is succeeded by Rob- 
ert H. Meyer. 


Lifebuoy Appoints K&E 

Kenyon & Eckhardt, New York, 
has been appointed by the Pepso- 
dent division of Lever Bros. Co 
to handle the advertising for Life- 
buoy shaving cream. The product 
has not been advertised since 1948, 
at which time Ruthrauff & Ryan 
handled the account 


Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


FREE & PETERS, INC. 
National Representatives 


perhaps the most important thing sponsored . . . by WHO only! 
This is Point Four in the Five Point System of Programming 
Evaluation, which helps explain WHO's outstanding posi- 
tion as a public facility and as an advertising medium, i: 
Iowa Plus. We suggest your consideration of this and the 
other four points as vital factors in time-buying. 


; soo 


THE LETTER SHOP, Inc. 
St., Chicago 5, Hlinois 


-_ * es 

' | — on pi “A siti 6 
a | 

a 
4 | THE FIVE POINT SY , 
ct 
ae : 
| : 
| 
io. ; 

j 3 

fs 10 

*, 1 r 

: 7 

| 7 
i es a SS aaa 

4 - . , Ay ios : : 4; lg Se ete ei ‘eh Bie — = haa 


oo re 


“Advertising Age 
hits the target 


every week!” 


Se 


HENRY T. EWALD 
President and Chairman of the Board 
CAMPBELL-EWALD COMPANY. INC. 


“Ours is a business of progress 
through ideas— 


a business of constant change. 
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Pen 
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It is, therefore, a business in which information is indispensable to success. 


Advertising Age hits the target every week. 


It is a chronicler of advertising, its movement and its direction . . . 


its eddies as well as its currents. 


It tells of advertising deeds and the men who do them... 


of advertising plans and the men who make them. 


It serves advertising as town crier, advocate, critic, guide and counsellor. 


Advertising Age is a necessary adjunct to the endless education of every advertising man.” 


Henry T. Ewald is one of America’s best known adver- 
tising men. This year the Campbell-Ewald Company, of 
which he was a founder, is celebrating its 40th anniver- 
sary. Mr. Ewald has been president and active head of 
this agency since 1917. Under his leadership, the Camp- 
bell-Ewald Company has become one of America’s lead- 
ing and most highly respected advertising agencies. Its 
operations have been marked by able management, pro- 
fessional competence and zealous service to its clients. 
During all this time Mr. Ewald has been a leader in the 
progress of advertising. His contributions to the develop- 


ment of techniques in the operation of dealer advertising 
in the automotive industry and in outdoor advertising 
have been outstanding. He is t chairman of the 
A.A.A.A., founder of the Adcraft Club of Detroit and is 
honorary chairman of the National Outdoor Advertising 
Bureau. His career has been highlighted by such honors 
as award to him of the Gold Medal for Distinguished 
Service to Advertising, in 1940; and the University of 
Missouri School of Journalism Medal of Honor for Dis- 
tinguished Service to Journalism, in 1941, the first ever 
awarded to an advertising man. 
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Nationwide Drive 
Set to Introduce 
Food Preservative 


Los ANGELES, June 27—Plans for 
a nationwide newspaper, maga- 
zine and radio introductory cam- 
paign for Noe-Ice, new preserva- 
tive for fish, fowl and game, have 
been completed here by the Noe- 
Ice Sales Corp 

The new product is said to keep 
fish, fowl and game fresh without 
ice or other refrigeration. Other 
claims for Noe-Ice include length- 
ening the life of cut flowers, aid- 
the refrigeration of green 
vegetables and acting as an ef- 
fective household deodorant. 


ing in 


e Ads will be aimed at house- 
wives and sportsmen, and will 
bear the seal of the Crosby Re- 
search Foundation, which has un- 
dertaken research and develop- 
ment of the product. Noe-Ice will 
be available in a kit which con- 
tains a pack of tablets and spray 
bottle applicator and retails for $2 

Test ads in magazines started in 
June Field & Stream, 
Hunting & Fishing, Outdoor Life, 
Sports Afield and Western Sport» 
man. A cooperative newspaper 
drive is also planned, as well as 
spot announcements on some 200 
radio stations 

Milton Weinberg 
Co the agency 
lec 


issues of 


Advertising 
for Noe- 


here is 


California Marketers Elect 


Charles L. Hamman, general 
gaiecs staff manager of Columbia 
Steel Co., has been elected presi- 
Gent of the northern California 
Ghapter of the American Market- 
i®g Assn., San Francisco. Other 

ficers elected were: Carleton 

reen, U. S. Department of Com- 


erce, and Raymond Reeves, San 
rancisco Bay Area Council, vice- 
residents; Arnold J. Horwitz, San 
iecokes Examiner, secretary, and 
Kermit C. Jeffrey, 
@orp., treasurer 


Doubleday Elects Marks V.P. 
Joseph Marks, director of the 
— for subsidiary rights and 
reign sales of Doubleday & Co., 
New York book publisher, has 
Been elected a vice-president. 


EXO Promotes Doug Fishel 
Doug Fishel has been promoted 

from account executive to assistant 

Manager of Station KXO, El Cen- 


0, Cal 


vn spends te mst 


C&H Sugar 


BUILD 
HOMES? 


Among the readers of all the multi- 


million-circulation newsstand-sold 


magazines reported by Starch * 


American Home 
Magazine 
again ranks £5 


with the highest percentage of 
reader-families making purchases 
in this important category 


42nd Starch Consumer Magazine Report 


Jan. Dee. 1954 


Van Ronkel Appoints Factor 

Ted H. Factor Agency, Los An- 
geles, has been appointed by Van 
Ronkel Co., U. S. distributor of 
Dimitri vodka. Newspaper, out- 
door and business papers will be 
used. 


Friedman Names Sylvia Brown 

A. |. Friedman Inc., New York, 
has named Sylvia Brown to 
handle sales promotion and ad- 
vertising of its Giotto line of art 
materials. 


Entrepreneur, Age 9, 
Sells Jumping Beans 
to SKF Industries 


PHILADELPHIA, June 26—In a 
novel sales promotion plan, de- 
signed to stress the versatility of 
its ball bearings, SKF Industries 
has ordered 5,000 “jumping beans,” 
made with SKF bearings, from a 
nine-year-old Philadelphia busi- 
ness man, George W. Hillenbrand 


| Mr. Hillenbrand, it seems, had 
discovered that old bal] bearings 


extracted from a pair of roller 
skates and inserted into medical 
capsules make ideal jumping 


beans. Having run out of bearings, 
he wrote to Richard H. Demott, 
SKF’s president, asking for a price 
on 200 bearings necessary to fill 
orders for his school customers 
SKF, ever-mindful of publicity 
possibilities, arranged to have the 
contracts signed on a local tele- 
vision show, “Open House,” over 


y \ q : 


Advertising Age. July 2, 1951 
Station WPTZ here 

The medical capsules have been 
ordered from Smith, Kline & 
French Laboratories, with which 
Mr. Hillenbrand’s father is as- 
sociated. 

O. S. Tyson & Co., New York, is 
SKF’s agency. 


Pel Schmidt Joins WAAM 

Pel Schmidt, formerly account 
executive of Station WITH, Balti- 
more, has joined Station WAAM 
as local sales manager. 


We said it then. 


1933 radio ad a lot in common with radio 
with one big difference : In 1933, it was National Spot 
radio where chisel deals flourished, rebates were ram 
pant and rate cards were mainly scraps of paper. The 


networks were doing a clean, up and up business, then. 


Today — in 1951 


ing the line, resisting the pressures. It’s the stations 


"51. 


it’s the radio stations who are hold- 


But 


who 


rate cuts with rate 


(The above advertisement was published 
by Edward Petry & Co., Inc. in 1933) 


are avoiding that very human tendency to meet 
cuts, chisels with chisels, and 
“deals” with bigger deals. And today it appears to be 
the networks who are indulging in a dog-eat-dog type 


of selling. The trade press is full of reports of a sort 


of industry cannibalism; each network intently prey- 


ing on its fellow network—totally neglecting a forest 


full of advertisers now using other media. 
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Autobrite Buys Wrestling 

Boyle-Midway, New York, 
maker of Autobrite Silicone car 
polish, is sponsoring “Wrestling 
with Dennis James” over Station 
WABD, New York. W. Earl Both- 
well Inc. is the agency. 


Sid Rogell Joins Fairbanks 

Sid Rogell, former film _ pro- 
ducer, has been named general 
manager in charge of studio oper- 
ations of Official Films-Jerry 
Fairbanks Productions, Hollywood. 


Gulf Plans Summer Show 

Gulf Oil Corp., Pittsburgh, will 
air “The Clock” over NBC-TV, 
starting July 6, as a summer re- 
placement for “We, the People,” 
which will return Sept. 2. Young 
'& Rubicam handles this account 


Cleveland Adwomen Elect 
Mrs. Viola L. Erickson, executive 
vice-president of the Cleveland 
Better Business Bureau, has been 
elected president of the Women’s 
Advertising Club of Cleveland. 


Two Appoint Pacific Agency 

Jensen-McLean, Seattle, has ap- 
pointed Pacific National Advertis- 
ing Agency to handle advertising 
of its Med-O-Milk fresh milk. 
Alaska Airlines has also ap- 
pointed the agency. 


Bertram Appoints Guenther 

Harvey P. Bertram Co., Cincin- 
nati, has appointed Guenther, 
Brown & Berne to handle adver- 
tising of its industrial blade fans 
and ventilating equipment. 


Blees Expects TV Servicing to Develop 
Along the Lines of Automobile Servicing 


Cuicaco, June 26—Servicing of 
television sets, in time, is going 
to be like servicing of automobiles, 
and customers will have to recog- 
nize that they'll have to pay for 
this service as they now pay for 
auto service, W. A. Blees, vice- 
president and general sales man- 
ager of Crosley division of Avco 
Mfg. Corp. predicted here yester- 


We took the position in 1933, that most good advertisers 
preferred not to shop in bargain basements or at 
auction sales. They wanted to buy good merchandise, 
from a reliable firm, at a fair price. So we ran the ad 
on the opposite page —“Our Time is not on the block 

one price to all—no rebates jor group rates which 
serve to act as an embarrassment to advertisers and 


advertising agencies . 


Many top radio stations agreed with this business philos- 
ophy. They helped us spearhead a movement which 
resulted in Spot Radio washing its face, putting on a 
clean shirt, and moving over to the right side of the 
tracks. Advertisers liked it. Spot grew and grew, and 


today it takes a back seat to no medium. 


In 1933, radio stations kept themselves from killing 
each other. They did it by facing a problem squarely, 
arriving at a sound solution, and then sticking to their 
guns. Sure they lost some business at first. Some of the 
chiselers dropped away because they could no longer 
chisel. But the better ailvertisers stayed on. They in- 
creased spot budgets and were joined by more and 
more blue-chip companies making and selling some 


of America’s best products. 


We sincerely believe that in 1951 —when networks are 
in danger of killing each other, and so hurting all radio 

the situation can best be met by employing the same 
sane thinking, the same moral courage and the same 
steadfast purpose that some of their best affiliates 


showed 18 years ago, 


we say it now! 


Although we have « deep and long-standing interest in 
good radio, we do not presume to suggest to the net 
works a code of ethics. We say only this to the net 


works: 
\ 


IF YOU LACK the will to preserve the basic values of 


radio, you will weaken it. 


IF YOU LET FEAR ox timidity stand in the way of the 
long-range strength of radio, you will weaken it. 


IF A SEARCH FOR EASIER REVENUE in: one diree- 


tion leads to neglect of radio, you will weaken it. 


IF YOU ALLOW BACK-BITING, and the temptation 
for the quick dollar to take the place of sound radio 


research and constructive selling, you will weaken it. 


Advertisers have a lot at stake. So do the listeners. So 


do the stations. And so, of course, do the networks. 


We have a deep and honest conviction that the best thing 
the networks can do for themselves, the advertiser, the 
listener and the broadcast industry is to say 


and mean — 


OUR TIME IS NOT 
ON THE BLOCK! 


This is the third and final message in a series 


issued in the interest of good radio. 


EDWARD PETRY & CO., INC. 


NEW YORK CHICAGO DETROIT DALLAS 


LOS ANGELES sT. LOUIS SAN FRANCISCO 


day 

Speaking at the mid-year meet- 
ing of the National Appliance & 
Radio Dealers Assn., Mr. Blees 
said good service operations can be 
profitable, but only through good 
management, which necessarily 
requires a sound, informative and 
fast accounting system 


aA. L. Scaife, merchandising 
manager of General Electric Co's 
traffic appliance department, in- 
sisted that about the only “normal” 
thing in these times is the in- 
creased importance of selling. He 
listed some basic and “worth re- 
peating” axioms for the retail 
salesman: 

1. Demonstrate, don't just talk. 

2. Rehearse, know your props, 
charts and easel work. 

3. Use terms the customer under- 
stands, shy away from _ trade 
phrases and words 

4. Use examples and analogies 
in the presentation. 

5. Don’t be too dramatic, be 
careful not to embarrass the cus- 
tomer. 

6. Use gimmicks. 

7. Recognize that there are usu- 
ally two reasons why people buy, 
the real one and an alibi. 

8. Be alert, know when to close 
the sale 

9. Be aware of the importapee 
of “giving” in selling, in ordeg to 
“a : 


Schenley Names Ad Chief 
Seymour D. Hesse, associ 
with Schenley since 1934, 8 
been appointed advertising dingc- 

tor of Schenley Distillers, 
York, a new post. Mr. Hesse, oO 
is Ist vice-president of the cain- 
pany, will direct and coordingte 
advertising and promotional pio- 
grams for all the company's préd- 
ucts. Mr. Hesse has previougly 
been sales and advertising di 

tor of Schenley Distributors a 


president of Melrose Distillers 


Katz Adds Three Salesmen 

Katz Agency, New York me@gia 
representative, has added t 
men to its television sales st@ff. 
They are: Robert J. Kochentiial, 
who will leave Station WPIX 
July 30, and Oliver T. Black 1, 
who is resigning from Compfpn 
Advertising, both to be assiggied 
to New York, and Lewis P. Jolin- 
son, formerly in the Chicago s 
office of Station WOR-TV, ? 
York, assigned to Chicago. 


HE CAN HELP YOU 


If you're looking for 
national distribution 


" ! 2 Tt 5 ea % 


BARNEY KINGSTON, 
Merchandising Director 


@ If you're a manufacturer, distrib- 
utor, or advertising agency executive 
seeking quick national distribution 
via the independent selling field this 
may be the most important message 
you ever read 

You'd be surprised to know how 
easy it is to put your product or 
service in every city, town and ham- 
let in the U.S. Also many foreign 
countries 

The service of our experienced 
merchandising staff is available et 
a0 cost. They'll analyze your product, 
see if it has resultful direct selling 
possibilities. If your product qualifies 
they'll present a 28-year sales-tested 
plan for speedily getting 48-state 
distribution—e plan that starts over 
50 new companies every month. . . 
many of which now do « multimil- 
hon dollar business. 

Don't lose another day's ssles. 
Write now to Barney Kingston, Mer- 
chandising Director, Dept. A-73, Op- 
portunity Magazine, 28 East Jeckson 


\_ Bird, Chicago 4, Ilinois. vo 
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Curtis Raises Ad 
Rates on 4 Books; 
Effective in 1952 


PHILADELPHIA, June 26—Curtis 
Publishing Co. has raised the ad- 
vertising rates of all four of its 
major magazines from 6% to 10%, 
effective with the January, 1952, 
issues. (Last week Crowell-Collier 
announced 6% rate hikes for 
American, Collier’s and Woman’s 
Home Companion.) 

The rate increase, the company 
told ADVERTISING AGE, was due to 
the “constantly increasing produc- 
tion, material and distribution 
costs.” 

In a general statement, the com- 
pany pointed out that the economic 
factors which dictated the rate in- 
creases have been felt for some 
time, but that the adjustments 
were postponed until next January 
to avert confusion among adver- 
tisers who had set up 1951 sched- 
ules. Curtis also pointed out that 
even though the wholesale com- 
modity index between 1939 and 
1951 had increased by 136.8% in 
that time, the average Curtis rate 
increase will amount to about 23% 
when the new rates become effec- 
tive 


@ The largest percentage increase 
was in The Saturday Evening Post, 
with b&w pages going from $11,760 
té $12,935, about 10%. Two-color 
pages go from $14,450 to $15,895, 
afc four-color insertions from 
$97,100 to $18,810. 
Black and white pages in the 
dies’ Home Journal will go from 
ise to $13,510; two-color pages 
m $14,960 to $15,860, and four- | 
or pages from $17,460 to $18,510. | 
is amounts to about 6%. 
Black and white page rates in| 
Misses will go from $4,075 to| 
320; two-color from $4,970 to| 
270, and four-color from $5,980 | 
t6 $6,340, an average of 6%. Coun- 
tay Gentleman b&w rates go from 
$6,500 to $6,900; two-color rates 
ffom $7,600 to $8,075, and four- 
e@lor from $8,900 to $9,450. 


EDEC. Decorah, Ia., Sold 


Station KDEC, Decorah, Ia., has) 
béen purchased from Dubuque) 
Télegraph-Herald Corp. by aj} 
Decorah group. Verne Koenig and 
Ken Bjerke will be co-managers 
of the station. William J. Croker, 
férmerly general manager of 
KDEC, has been transferred to the 
executive staff of the Telegraph- 
Herald. 


may 


THERE'S CONCENTRATED 
BUYING POWER IN. 
WINSTON-SALEM 

LOOK AT THE EVIDENCE 


A 9-County Market 
With 
GENERAL MERCHANDISE 
SALES of $31,097,000* 


*Sales Management, 1951 
Survey of Buying Power 


Eicor Appoints Rodkin Agency 


Eicor Inc., Chicago, has ap- 
pointed Sander Rodkin Advertis- 
ing Agency to handle consumer 
and trade publication advertising 
of its tape recorder division. Ross 
Roy-Fogarty formerly handled 
the account. 


John Belcher Gets ABP Post 

John G. Belcher, publisher of 
Progressive Architecture, has been 
named chairman of the promo- 
tion committee of Associated Busi- 
ness Publications. 


Can It Be? Claims 
Radio Sales Zoom 


TRENTON, N. J., June 27—Station 
WTTM is enjoying the biggest 
summer sales spree in its nine- 
year history, Fred L. Bernstein, 
manager of the NBC station, re- 
ports. 

Fourteen sponsors were listed in 
the new business books in May and 
June, he said. Most liberal spend- 
ers have been in the automobile, 


amusement categories. 


beer and 
Largest single sale was made to 
Thermoid Co., brake lining manu- 
facturer, which bought a weekend 
safety package of 30 quarter hours, 
plus spots during July and August. 


Tums Plans Fall Show 

Lewis-Howe Co., St. Louis, man- 
ufacturer of Tums, will sponsor a 
30-minute dramatic program next 
fall over NBC in the time period 
formerly occupied by its “Baby 
Snooks” show. Dancer-Fitzgerald- 
Sample is the agency. 


\ 
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Regent Appoints Buchanan 

Regent Canfood Co., an affiliate 
of Safeway Stores, Oakland, has 
appointed Buchanan & Co., San 
Francisco, to handle advertising 
for its LaLani pineapple and pine- 
apple juice. 


Y&R Names Clyde McDonald 

Clyde McDonald, formerly with 
the Canadian Federal Department 
of Trade and Commerce, has been 
named an account executive in 
the Toronto office of Young & 
Rubicam Ltd. 


ER wor; 
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WINSTON SALEM TWIN CITY 
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American Television Society 
Elects Seebach, Caro 

Jules Seebach, vice-president of 
Station WOR-TV, New York, has 
been elected president of the 
American Television Society for 
the 1951-52 season. Named vice- 
president was Warren Caro, ex- 
ecutive secretary of the Theater 
Guild. 

Other new officers include 
Claude Barrere, program repre- 
sentative, secretary, and Arch 
Braunfeld, certified public ac- 
countant, treasurer. 


Gets Eversharp Export 

Foreign Advertising & Service 
Bureau, New York, has been ap- 
pointed to handie export advertis- 
ing for Eversharp fountain pens 
and pencils and Eversharp-Schi¢k 
razors and blades. International 
and local media will be used. Mc- 
Cann-Erickson formerly had the 
account. 


Petry Appoints Two 

Edward Petry & Co., New York, 
radio-TV station representative, 
has appointed Louis A. Smith, for- 


merly Chicago manager of Sta- 
tions WOR and WOR-TV, New 
York, Chicago sales manager for 
the company’s video division. The- 
odore H. Walworth Jr., previously 
of ABC, has been added to Petry’s 
TV sales staff in New York. TV 
Station KOTV, Tulsa, has named 
the company as its national repre- 
sentative. 


‘Wasser, Kay & Phillips Moves 


Wasser, Kay & Phillips, Pitts- 
burgh agency, has moved to the 
6th floor of the Clark Bldg. 
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‘Japan Commercial Representative Calls for 


‘Adoption of U.S. Ad, Marketing Methods 


New York, June 26—If Japan 
is to resume her place in world 
trade, Japanese manufacturers 
|must adopt American methods of 
|advertising and marketing, ac- 
|cording to Kohei Teraoka, senior 
representative of the Japanese 
government's five commercial of- 
| fices in the U. S. 


| In a recent interview, Mr. 


RIDING ON AIR... 


The early horseless carriage was shod with airless hard rubber or oversized bike tires . . . 
far cry from today’s earth-moving pneumatics . . . that stand over 8 feet high, weigh 

over 3,000 lbs. and carry 20-ton loads at 25 mph. 
Yet these king-size pneumatics are but a pint-size portion of America’s tire production. 
Tires by the billion . . . for everything from wheelbarrows to 14-wheel trailer trucks . . . 
have put commerce, industry and the public on wheels. 


NOT RESTING ON LAURELS... 


For centuries, rubber was a sticky, unmanageable plaything of the Indians. But botanists, 
scientists, chemists, engineers, physicists . . . with typical American thoroughness . . . 


tamed rubber . . . built the first pneumatic tires . . 


. went on to make them withstand oil, 


heat, pressure, friction. Now, blowouts and punctures are being conquered. 


AMERICA WORKS THAT WAY... 


Better tires have brought faster transportation, via land and air, better highways, easier 
farming, quicker construction . . . a better standard of living for everyone. 

America can work like that because it has an all-seeing, all-hearing and reporting 
Inter-Communications System, 


THE AMERICAN INTER-COM SYSTEM... 

Complete communication is the function, is the unique contribution of the American 
business press . . . a great group of specially edited magazines devoted to the specialized 
work areas of men who want to manage better, design better, manufacture better, 


research better, sell better. 


And it is reassuring, in the light of today’s production requirements and problems, to 
know that: No country in the world has a business press that can compare in size, 
character, or ability to serve, with that of America... 


WHY WE HAPPEN TO KNOW... 
The McGraw-Hill business publications are a part of this American Inter-Com System. 
As publishers, we know the consuming insistence of editors on analyzing, interpreting, 
reporting . . . on developing universal acceptance of new ideas . . . on making sure that 
specialized information reaches interested people quickly and regularly. 

As publishers, we know that people pay to subscribe to our business publications for the 
sole purpose of listening in on units of the American Inter-Com System. 

As publishers, we make the advertising pages of our business publications available for 
your communications with the people who make up your markets. 


McGRAW-HILL PUBLISHING COMPANY. INC. 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 


HEADQUARTERS fF 
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Teraoka enumerated some of the 
difficulties facing Japanese indus- 
try: 

“Japanese business men must 
change their ideas and practices 
if they are to survive in interna- 
tional trade, especially in trade 
with the U. S. They cannot sell 
their wares here unless American 
buyers know what they have to 
sell,” he said. 

“That means spending money 
|for advertising, for which most 
manufacturers in Japan refuse to 
budget anything.” He said he 
scraped the barrel for enough of- 
fice funds to buy a three-quarter- 
page ad insthe New York Times’ 
travel section recently, and sub- 
| sequently received more than 3,- 
000 inquiries from would-be trav- 
elers to Japan. But, he added, as 
yet he has been unable to per- 
suade his countrymen to allocate 
|more funds for similar ads. 


|@ Another need, he asserted, is 
| marketing surveys. He pointed to 
|a recent situation in Texas, where 
| an entire shipment of Japanese 
cigaret lighters was dumped in 
Austin, with none being sent to 
San Antonio or other large cities. 
The inability to guarantee delivery 
of repeat orders, he said, is 
another deterrent to possible lagge 
orders. é 

Mr. Teraoka said some progitss 
has been made since Japan Was 
|allowed to open trade offices in 
Seattle, San Francisco, Los An- 
geles, New York and Honol@u. 
| Offices also are being established 
in Canada, Great Britain @nd 
Mexico, and representatives hé@ve 
been selected to man trade offiges 
in France, Sweden, Holland, Bel- 
gium, Brazil, Uruguay and Inga, 
all of which will soon be cme 
ing. 


: 

_Daystrom ‘51 Ad Budget Up 

Daystrom Furniture Corp., - 
cago, is backing its dealer Bid 
program with what it descr 
as the heaviest schedule of - 
tional advertising in the furni 
industry. 


Jack L. Danov Inc. Formed 


Jack L. Danov, formerly mé@n- 
ager of Rohr Co., Los Ang@es 
celebrity name tie-in licenser, Bas 
formed a similar concern, Jack’ L. 
Danov Inc., at 8620 Wilshire Blvd., 
Beverly Hills. 


BUY | 
HOMES? 


Among the readers of all the multi- 
million-circulation newsstand-sold 
magazines reported by Starch * 


American Home 
| Magazine 

| again ranks £7 
with the highest percentage of 


reader-families making purchases 
in this important category 


42nd Starch ( onsumer Magasine Report, 
Jan. Dee. 1950 


American Home is read and re-read by more 


than 2,800,000 families ... because “Some 
people can’t think of anything but home!” 
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Coy Offers TV 
Stations Seven 
Program Guides 


Video Broadcasters 
Take the First Step 
Toward Self-Regulation 


WASHINGTON, June 26——Wayne 
Coy, chairman of the Federal Com- 
munications Commission, urged 
the TV programming workshop of 
the National Assn. of Radio and 
Television Broadcasters last week 
to resist the “lowest common de- 
nominator” concept of program- 
ming 

He suggested these “seven 
guideposts to good programming”: 

1. Assist civic improvements. 

2. Promote educational and cul- 
tural opportunities. 

3. Maintain integrity 
news 

4. Be fair in presenting contro- 
versial issues. 

5. Promote labor relations and 
inter-racial understanding. 

6. Encourage wholesome enter- 
tainment, and a sense of responsi- 
bility as visitors at the family 
hearth. 

7. Watch advertising—its relia- 
bility, its good taste, its “listen- 
ability.” its excesses. 


of the 


@ More than 100 top telecasters 
fmm four networks and 65 stations 
Were reminded that programming 
ig the station’s responsibility, not 
the responsibility of the advertis- 
eg, 

‘The proper role of the adver- 
the is not that of program direc- 
tar. His is the role of a purchaser 
= on what is demonstrably 

most effective and productive 
of all advertising media of mass 
c@mmunications.” 

‘Expressing concern about pres- 
ent programming, Chairman Coy 
: an FCC study shows 72% of 

e going to entertainment, only 
3% to education, 3% to discussion 


Pfograms, 0.9% to religion and 
02° to agriculture. 
During the informal question 


p@riod following his talk, Chairman 
C®y said the FCC appreciated the 
poblems of telecasters and has 
béen tolerant. “No one’s license has 
been held up—yet,” he said. 


Pregram studies submitted by 


The original equipment of a new home 


must be bought when the home is built 
Miss this importart first sales oppor 
tunity—ond your next chance is years 
away—in the replacement market 

Every issue of Small Homes Guide cov 
more than 400,000 (A.B.C.) 
home planners and builders. They have 


ers new 
fo buy. Your sales message is important 
fo them. Here is your opportunity to 
sell the first equipment that must go 
into every New Home. There is no waste 
in SMALL HOMES GUIDE circulation 

The First Publication in the New Home 
Market. / 


yer Twi 
ISSUED . 


87? Ww. Washington St., Chicage 2, tl 


Dr. Kenneth Baker, chief of re- 
search for NARTB, showed 6.2% 
of TV time going to education, dis- 
cussion programs and religion. Dr. 
Baker said the average station is 
on the air 5,000 minutes weekly, 
and that it schedules 267 out-of- 
program announcements (spots) a 
week-——an average of 3.2 per hour. 


@ During the afternoon session, 
the National Broadcasting Co. dis- 
tributed its new code of standards 
and practices for radio and TV, a 
revision of the radio code adopted 
three years ago. 

It limits advertising messages 
on TV to 2% minutes in a 15-min- 
ute program, and three and six 
minutes, respectively, in half-hour 
and hour programs. Daytime com- 
mercials can be slightly longer, 
with seven minutes allotted for 
a full hour. News programs, day 
or night, have a 2%-minute limit 
on advertising messages. 

Other sections of NBC’s code 
deal with such problems as inde- 
cent exposure, references to Sex, | 
treatment of crime and mystery! 


PATENTED PULL—Jessop Advertising Co., Akron, has registered its ‘Pulling Power” 


service mark, which appears on all its stati 


y and pr tion pieces, for a 20-year 


period. The design, used by Jessop since 1936, was formerly copyrighted. 


programs. 
The telecasters also 
first step toward adoption of 


“standards of self-regulation,” de- 


took the signed to “improve the character 


of television programming and in- 
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sure observance of good taste.” 

The resolution, adopted unani- 
mously, called on NARTB Presi- 
dent Harold E. Fellows to appoint 
a committee of video broadcasters 
which would: (1) Make an im- 
mediate and thorough study of all 
aspects of promulgating standards; 
(2) consult with representatives 
of the government, public and 
other special groups; (3) draft an 
initial proposal of such standards 
for consideration at an association 
meeting to be held this fall. 

Paul Raibourn, president of 
Paramount Television Productions, 
Los Angeles, pointed out that no 
state censorship of motion pictures 
had been enacted since 1922, when 
the motion picture industry 
adopted methods of doing its own 
regulating. He urged broadcasters 
to adopt a self-regulation code 
immediately, and thus forestall 
political censorship. 


@ The move for an industry code 
came at the end of a full day pro- 
gramming workshop. At the 
luncheon session, Sen. Edwin C. 


There's *6 Billion 


is more than half 


WFIL. That's why 


SELL THE CITY ITSELF 


The “Hard $ell” is WFIL’s specialty. That's 


what you need in Philadelphia’s highly com- 


petitive city zone market. Concentrated here 


the area’s $6,638,759,000 


effective buying income. Here are more than 
two million people who spend $2,209,935,000 
in retail stores alone. Here four-fifths of the 


city’s radio families make a habit of tuning 


WFIL can do your hard- 


When is 5,000 watts more than 5,000 watts? 
When it's first on the dial! Operating at 560 
kilocycles, WFIL's 5,000 watts provide coverage 

equal to twenty umes the power at double the 
| Sreeeecy . . 100,000 watts at 1120 kilocycles 


selling job. You're first on the dial when you 
Schedule WFIL. 
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Johnson (D., Colo.), chairman of 
the Senate inter-state commerce 
committee, said no one wants to 
censor TV, but that censorship 
could result unless the industry 
looks after its own problem. 

Sen. Johnson said TV is doing 
a good job generally, but that the 
complaints of those who object to 
certain programming tendencies 
must not be dismissed lightly. “TV 
is a guest in the home, and must 
behave as a guest,” he declared 


L. A. Production Men Elect 

J.T. Fernandez of Mogge-Priv- 
ett Inc. has been elected president 
of the Production Men’s Club of 
Los Angeles. Also elected are: Rob- 
ert Bailey, Marketers Inc., vice- 
president; A. Schoenfield, Neale 
Advertising Associates, secretary, 
and William Clark, West-Marquis 
Inc., treasurer. 


WMIT, Mt. Mitchell, Reopens 

FM Station WMIT has reopened 
in Mt. Mitchell, N. C. The 325- 
kilowatt outlet has coverage in six 
states for its 18-hour broadcasting 
day. 


Advertising Alliance Elects 


Dorothea Crowe of John Falkner 
Arndt & Co. has been elected presi- 
dent of the Advertising Alliance, 
Philadelphia adwomen’s_ group. 
Also elected were: Jeanne Waters, 
McGraw-Hill Publishing Co., vice- 
president; Mary F. Mathews, San- 
dura Co., secretary, and Helen 
Kiely, Farm Journal, treasurer. 


Roy Green Named to PR Post 


Roy M. Green, formerly head 
of his own publicity organization, 
has been appointed promotion and 
public relations manager of 
Modern Photography and Photo 
Dealer, New York. 


Iron Fireman Promotes Wylie 

Dan Wylie, sales promotion 
manager of Iron Fireman Mfg. Co., 
Cleveland, has been promoted to 
director of advertising and sales 
promotion. 


Verst Publishing Co. Moves 
Verst Publishing Co., publisher 

of Wholesale Grocer News and 

Successful Grocer, has moved to 


| 431 S. Dearborn St., Chicago 5. 


‘Industrial Marketing’ Editorial Awards 
Presented at NIAA Annual Meeting 


New York, June 27—Fifty-six 
awards for editorial excellence 
were presented to business papers 
and their editors here today at 
the National Industrial Advertis- 
ers Assn. convention. 

The awards were made in In- 
dustrial Marketing’s annual edi- 
torial achievement competition, 
which attracted 590 entries from 
259 business papers. Bernard 
Dolan, Peter A. Frasse & Co., New 
York, presented the awards on 
behalf of the jury of advertising 
and agency executives who judged 
the competition 

The winners: 

INDUSTRIAL 
Best Series of 

Plaque to “Materials 
T. C. DuMond, editor 

Certificates to “Food Engineering,” 
Frank K. Lawler, editor; “Oil & Gas 
Journal,” C. O. Willson, editor; “Steel,” 
Irwin H, Such, editor; “Power Engineer 
ing,” A. W. Kramer, editor 

Best Single Article _ 
Plaque to “Product Engineering,” 


PAPERS 
Articles 
and Methods,” 


George Nordenholdt, editor. 

Certificates to “Canadian 
per Industry,” K. 
“Mechanization,” 


Pulp & Pa- 
Harris, editor; 
George C Lindsay, 
editor; “Industry & Welding.” Lew Gil- 
bert, editor; “Materials & Methods,” T 
C. DuMond, editor; “Electric Light & 
Power,” P. S. Garrett, editor; “Oil & 
Gas Journal,” C. O. Willson, editor 
Best Single Issue 


Plaques to “Architectural Record,” 


Emerson Goble, managing editor; and 
“Factory Management & Maintenance,’ 
Harry Lee Waddell, editor 


Certificates to “Magazine of Building,” 


P. I. Prentice, editor; “Product Engineer 
ing.” George Nordenholdt, editor; “Pur 
chasing.” Stuart F. Heinritz, editor; “Oil 


& Gas Journal,” C. O. Willson, editor 
Best Graphic Presentation 

Plaque to “Architectural Record,” 
erson Goble, managing editor 

Certificates (awarded in 2,34 order 
in this classification) to “Magazine of 
Building,” P. I. Prentice, editor; “Indus 
trial & Engineering Chemistry.” Walter 
J. Murphy, editor; “Explosives Engineer,” 
J. Lt. Horty, managing editor 

Best Original Research 
Plaque to “Aero Digest,”” Fred Hamlin, 


Em- 


editor 
Certificates to “Architectural Record,” 
Emerson Goble, managing editor (two 


Waiting for you in 


ome and get it! 


LEAH M. KATZ, Burlington house- 
wife—She buys for an all-umportant 
home a radio-equipped home, 
one of 1,242,000 in the 14-County 
Philadelphia Retail Trading Area 
Households like hers help consume 
$1 billion worth of food a year 


SELL THE WHOLE 14-COUNTY MARKET 


You lose half the market, half the sales unless 
you hit hard in all 14 populous counties of 
the Philadelphia Retail Trading Area. You hit 
hard with WFIL’s 5000 watts—a beam that 
outpulls 50,000 watts in 11 of the 14 counties. 
Cash in on this rich potential . . . 4,400,000 
people... $4 billion in retail sales. Cash in, too, 
on WFIL’s tremendous bonus area outside the 
Retail Trading Area. Total coverage: 6,800,000 
people with buying power of more than $9 


J. 1. McDONELL, Adantic City RAYMOND F. SWENSON, Phila- 
hotel man—Gracious host at the delphia auto dealer—WFIL-adel- scientist 
Chalfont-Haddon Hall, Mr. phians own 901,189 automobiles the Atlas 


McDonell sees thousands of vaca- 
toners each year and millions 
more spend $82,523,000 in WFIL- 
adelphia’s 756 hospitable hotels. 


billion. Schedule WFIL. 


each year they buy $508, 257,000 
wotth of new and used cars from 
men like Mr. Swenson, Vice-Presi- 

lent of Alvin A. Swenson, Inc. 


tor new 


4. D. BRANDNER, Wilmington 
As a research executive of 
Powder Company, Dr 
Brandner guides others in the search 
products and processes 
He ts one of 115,000 professional 
people in the 


14-County market 


certificates in this class); “Magazine of 
Building,” P. 1. Prentice, editor 
MERCHANDISING, TRADE 
AND EXPORT PAPERS 
Best Series of Articies 
Plaque to “National Petroleum News," 


Warren C. Platt, editor 

Certificates to “Baker's Helper,’ Har 
old E. Snyder, editor ‘Handbags and 
Accessories,” Betty Held, editor; “Real 


Estate Forum 
tor 


Richard L. Stanley, edi 
Best Single Article 
Plaque to “Mining World,” George O 
Argall Jr., editor 
Certificates to “The American Auto- 
mobile (Overseas Edition) El Automovil 
Americano,” James U. Steinfirst, editor: 
‘Department Store Economist,” Frank 
X. Kiefer, editor; “Wood Construction & 
Building Materialist.” Findley M. Tor- 
rence, editor 
Best Single Issue 
Plaque to “Chain Store Age.” Godfrey 
Lebhar, editor 
Certificates to 
ing.” 
Wear,” 


‘Electrical Merchandis- 
Laurence Wray, editor “Men's 
Walter H. T. Raymond, editor 
Best Graphic Presentation 


Plaque to “Jewelry,” Lew Schwartz. 
editor 

Certificates to “Hosiery Merchandis 
ing.” Olive Graham, editor; “Lingerie 


Merchandising.” Bertram Lebhar, editor 

“The One-to-Six Boys’ Outfitter,” Al 
bert C. Ryden, editor 
Best Original 

Plaque to “Electrical 
Laurence Wray, editor 

Certificate to “Department Store Econ- 


Research 
Merchandising.” 


omist,” Frank X. Kiefer, editor 
CLASS, INSTITUTIONAL AND 
PROFESSIONAL PAPERS 


Best Series of Articles 


Plaque to “Tappi,” R. G. MacDonald 
editor 
Certificates to “The Military Engi- 


neer,”’ Col. F. H. Kohloss, editor; “Modern 
Beauty Shop,” Virginia Huss, editor. 
Best Single Article 
Plaque to “The Engigeering Journal,” 
Dr. L. Austin Wright, editor , 
Certificates to “American Drug,” 
John W. MePherrin, editor; “Excavating 
Engineer,” W. C. Van Dyke. editor 


Best Single Issue , 
Plaque to “Modern Medicine.” A rz 
Hedback, M.D., editor : 


Certificates to “Marine Corps Gazett@,” 
Maj. James A. Pounds III, editor; * 
School Executive,” Dr. Walter D. Cockifag, 
editor 

Best Graphic Presentation 

Plaque to “Interiors,” Francis de N 
Schroeder, editor 

Certificate to “The School Ruecutiv 
Dr. Walter D. Cocking, editor 

Best Original Research . 

Plaque to “Trusts and Estates,” Chrit- 
tian C. Luhnow, editor : 

Certificate to “Interiors,” Francis de 
N. Schroeder, editor 


7 


: 
' 
Son-Chiet Names Agency ~ 
Son-Chief Electrics Inc. 
appointed H. B. Humphrey, All 
& Richards, New York, for adveg- 
tising of toasters, grills, heat 
and other electric appliances 


Elars Names Street & Finney 


7 
Elars Products, Richmond, V&@., 
has appointed Street & Finney, 
New York, to handle advertisi 
of Nim athlete’s foot relief. Tests 
are under way. 


Heads “Phillips 66” 


| K.S. Adams has been elected chair- 
man of the board and chief executive 


|officer of Phillips Petroleum Com- 
|pany, Bartlesville, Oklahoma. Mr. 
|Adams and 302,833 other men of 


action throughout American business 
read The Wall Street Journal daily. 
(ADVERTISEMENT) 
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Continental Names Dillingham 

F. H. Dillingham, manager of 
general line sales of Continental 
Can Co. of Canada, Montreal, has 
been promoted to general manager 
of sales 


Waldron Advertising Moves 

Waldron Advertising Co., out- 
door specialist, has occupied its 
new plant at 2301 Lafayette St., 
Santa Clara, Cal. 


Publication, Catalog, 


House Organ Printing 


MOooERN, high speed 
letterpress and offset plant located 
in favorable wage rate area with 
good railroad connections to prin- 
cipal midwestern cities offers ad- 
vantages of quality, service and 
price. We welcome the opportunity 
to confer on your printing problems. 


CENTRAL PRESS, Inc. 


MARION, INDIANA 


New Point of Sale 
Display Bows in 600 
Mexican Drugstores 


Mexico City, June 27—A new 
advertising display case which can 
exhibit products of eight non-com- 
peting manufacturers is being 
placed in some 600 Mexican drug- 
stores by Sistemas de Ventas, 
Juarez 97-101 here. 

The counter display is about two 
feet high and consists of four 
glass-enclosed tiers, with each tier 
divided into two compartments. At 
present three manufacturers have 
signed for use of the display, ac- 
cording to Frank C. Garthoffner, 
president and general manager of 
the company. 

They are: Gillette Safety Razor 
Co., Bristol-Myers de Mexico (for 
Ipana toothpaste), and Johnson & 
Johnson de Mexico (for Tek tooth- 
brushes and its baby line). 


@ In contracting for placement of 


IN 600 STORES—This display case is 

being placed in 600 Mexican drugstores 

by Sistemas de Ventas, S. A. de C. V. 

It is designed to exhibit eight non-com- 
petitive products. 


the display, the 600-odd pharma- 
cies have agreed not to display 
competitive merchandise within 
one meter (39.37 inches) of the 
cooperating manufacturers’ mer- 
chandise, and also have agreed to 


carry out display and promotion 
of each product as the manufac- 
turer directs. 

Sistemas de Ventas plans not 
only to exhibit the merchandise 
itself, but also to use posters show- 
ing the product in use and con- 
taining a “fairly long sales mes- 
sage.” 

The company says it will have 
a staff of maintenance men and 
inspectors to keep the exhibits in 
good shape and to insure that the 
area around the display is free of 
competitive promotions. 


Chevrolet Films New 
Movie on Courtesy 

Chevrolet has released a new 
motion picture titled “The Head 
Man,” featuring Edward Everett 
Horton as a much-abused custom- 
er, Henry Witherspoon 

The movie is designed to high- 
light bad habits picked up by sales- 
people during periods of shortages 
and will be shown by Chevrolet 
dealers at community gatherings 
and club meetings as a communi- 
ty relations device. 


| Will Be The ONLY Magazine 


THE ATLAN 


New York Chicago Detroit 


Effective JAN. 1, 1952 


THE ATLANTA 


JOURNAL 


AND 


CONSTITUTION 
S WUlagazume _ 


Distributed on Sunday 


To More Than 450,000 Families 


By 


Che Atlanta Zournal 


“Covers Dixie Like the Dew” 


AND 


TA CONSTITUTION 


“The South’s Standard Newspaper” 


National Representatives 


KELLY-SMITH COMPANY 


Atlanta Los Angeles San Francisco Philadelphia Boston Syracuse 
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Florida Citrus 
Ad Budget Hiked 
to $2,000,000 


LAKELAND, Fia., June 28—The 
Florida Citrus Commission has 
tentatively approved a $2,000,000 
advertising budget for the 1951-52 
season, an increase of nearly $400,- 
000 over the season now ending. 

Local radio, television and Sun- 
day newspaper supplements will 
receive most of the additional 
funds which are expected to be 
available for the new season, ac- 
cording to a presentation made to 
the commission by J. Walter 
Thompson Co., New York, which 
handles the account. 

National magazines and daily 
newspapers still will get the lion’s 
share of the funds, accounting for 
a little more than half the budget 
between them. 


s Major items in the budget ap- 
proved by the state citrus agency 
follow, with comparisons between 
expenditures this season and those 
proposed for next season: 
National magazines (Life and 
The Saturday Evening Post), 
$559,000 this season and $563,000 
next season; Sunday supplements, 
$128,000 and $210,000; local daily 
newspapers, $450,000 each sea- 
son; local radio (spots in 20 cities), 
$146,000 and $233,000; locai TV 
(local women’s programs in 20 
cities), $149,000 and $267,000. 
Slight increases in other items, 
such as trade paper advertising, 
the Canadian campaign and pro- 
duction, also are budgeted 


e The agency also submitted a 
proposed $2,300,000 campaign plan 
which would have added Ladies’ 
Home Journal, additional radio- 
TV coverage and increased daily 
newspaper use, but the commis- 
sion decided to begin the season 
with the $2,000,000 budget. 

Since funds are provided by a 
per-box tax on all fruit used com- 
mercially, the size of the crop and 
its utilization ultimately will de- 
cide how much money will be 
available during the new season. 
The legislature recently added I¢ 
a box to the orange tax and 1¢ per 
box to the grapefruit tax, to make 
possible the expanded program 


NEWTON MOVES TO R&R 
LAKELAND, Fia., June 27—Daw- 
son L. Newton, for more than three 
years advertising manager of the 
Florida Citrus 
Commission, has 
resigned to ‘ac- 
cept a New York 
position with 
Ruthrauff & Ry- 
an. Mr. Newton 
previously was 
advertising man- 
ager for Ronrico 
rum, marketed 
by the liquor di- 
vision of McKes- 
son & Robbins. 
Ralph Henry, merchandising di- 
vision supervisor of the citrus 
group, has been named acting ad- 


Dawson L. Newton 


vertising manager, pending selec- 


tion of Mr. Newton's successor 


Burndy Names Lewis Gage 
Lewis E. Gage, formerly in the 

advertising department of U. S 

Rubber Co., has been named ad- 


vertising and sales promotion 
manager of Burndy Engineering 
Co., New York manufacturer of 


electrical connectors. 


Wrigley Signs Summer Show 
William Wrigley Jr. Co., Chi- 

cago, has bought “Rate Your 

Mate” to fill its Saturday night 


CBS radio time spot during Gene 
Autry’s four-week vacation. Ruth- 
rauff & Ryan is the agency. 
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How Women Read Farm Publications 
Told in Latest Analysis of Magazines 


New York, June 26—How wo- 
men read farm publications— 
that’s the subject of Summary Bul- 
letin No. 3 of the Continuing Study 
of Farm Publications, which the 
Advertising Research Foundation 
issued last week. 

The bulletin contains support 
for these generalizations about the 
effectiveness of farm publications 
as a medium for reaching women 
on farms: 

(1) There are as many women 
as men in the audiences of farm 
publications. 

(2) In general, women see 
slightly more editorial pages than 
do men. 

(3) Women will find and look 
through the homemaker’s or wo- 
man’s section no matter where it 
appears in a farm publication. 

(4) On the average, a majority 
of the women (58%) also turn to 
each editorial page outside the 
woman's section. 


@ The way women read farm pub- 
lications, according to the bulletin, 
is strong indication that women 
on farms are more than merely 
homemakers. The attention they 
give to editorial and advertising 
pages outside the woman’s section 
indicates that they are also farm- 
ers and that their interests go 
beyond the usual farm-life chores. 

The percentage of women look- 
ing at pages in the woman’s section 
is, of course, higher than for pages 
elsewhere. But nearly two-thirds 
as many women readers look at 
the average page outside the wo- 
man’s section as in it. The women’s 
average rating for all pages out- 
side the woman's section is 44% as 
against 68% for the average page 
in the homemaker'’s section. 

The percentage of women look- 
ing at and reading ads, other than 
those of primarily women’s ap- 
peal, confirms editorial evidence 
of their interest in farming. An 
average of 40% of the women 
look at the typical farm publica- 
tion full-page ad. As for men, the 
average score for the same ads 
is 56%. 


es “There are many examples,” 
the bulletin says, “of general farm- 
ing advertisements having sizable 
areas of running text which have 
gained impressive reading among 


(i buys the most, 
LIFE INSURANCE? 


Among the readers of all the multi- 


million-circulation newsstand-sold 


magazines reported by Starch * 


American Home 
Magazine 
again ranks £57 


farm women.” One ad, with six 
paragraphs of tightly set copy con- 
taining well over 200 words, was 
read by 13% of the women. 
Various techniques used by ad- 
vertisers of women’s products to, 
build high readership among wo- 
men will be analyzed in Summary 
Bulletin No. 4, to be published 


in July. Bulletin No. 3 was issued | 
to 3,500 advertisers, agencies, pub- 


lishers and educational institu- 
tions. 

The Continuing Study of Farm 
Publications is conducted by the 
Advertising Research Foundation 
in cooperation with the Agricul- 
tural Publishers Assn. The foun- 
dation is sponsored jointly by the 
American Assn. of Advertising 
Agencies and the Assn. of Na- 
tional Advertisers. 


MELVIN, 


NEWELL 2 (t-Selallona 


RECTOR, inc, 


Gledstone 1131 
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creators of 


properly planned 
publicity 


HOLLYWOOD PLAZA HOTEL 
HOLLYWOOD 28, CALIF. 
Teletype L.A. 710 


of the world. 


The ever-recurring excitement of new, fash- 
ionable and becoming clothes is one of the 
many nice things good printing helps bring 
to millions of American homes. In the 
pages of superbly printed magazines and 
through announcements, catalogues and 
brochures, feminine America finds the 
latest authentic news from the style centers 


Because every detail of line, color and 
accessories must be shown to best advan- 
tage, Oxford Papers are standard for numer- 
ous fashion magazines and catalogues and 
for printed pieces by the million that help 


build sales. 


Specify an Oxford grade the next time 


“Oh, mother— 


I just love it!” 


XFORD PAPERS 
Help Build Sales 


eA OG, 


ee pe ee ert 


with the highest percentage of OXFORD PAPER COMPANY 


you want to be sure of maximum eye appeal a co : 
y 230 Park Avenuc, New York 17, N.Y. 


for your finest presentations by letterpress, 
lithography or rotogravure. 


OXFORD MIAMI PAPER COMPANY 
35 East Wacker Drive, Chicago 1, Ill. 


Mills at Rumford, Maine, and West Carrollton, Ohio 


reader-families making pure hase~ 
in this important category 


*42nd Starch Consumer Magazine Report 
Jan.-Dee. 1950 
Imerican Home i 


read and re-read by more 


than 2,800,000 families because “Some 


\ ail 


ee 


ia es Shes lg ad = es a iH : P. : ‘ _ ated: - 
ae 
bie aes 
A ae. 

a eS ag , 
. ore 
. a 2 ick 
é vie 
2 ———————— —————reee Sa 
: 

dig 
‘ oad = 5 ; 2 
q Bab, - aaa | es 
ger 
te. | ~ Bi 
re yy mA 
at fy ee A oC 
3 Ps \ ae 
— Kr &e bed = 
7 5 Xi ne “2 ss 
Sf ZN Rg: * . 

~ : . , a ae s ag 
= ie . oe F Fe fe, aa i Ae ares ie a 
Cory * a q > \ Ss ene. u mi oe * < 
—- , ., ee ' fj 
ot + \Ray a ; oo 

a \ ? ©, Bek z 3 b = 

: er i — = “adh, eo NEw Pe Hea . | <a > 
. a 4 it . P Bac 
7 + 2 f / } 6 vi | : 4 as} 
ee 3 . : pe z eS : Aen, . 2) . . 

a ae * re a 
——— ea 3 »€> | Bo 
~ amnncnmmneenn me Vos : eS 

| a i \ wag 
| / ; (7 AS é hy 
} ; weet hy — y! | os ee 
/ _ 4 , | ey a 
| 5 ‘> —_— yy it "| f ope 
: ee ww —_ os } wee 
Qo . / as 
; xe. 
: | j =F : 
| | ‘ oe 
Pm ae 
“a Caz o_ ; ae 

A "e' e — - mie” 
| eel : 7 . 
| a 
{ 7 Aare 
ag 
a “Tae 
’ os 
es \s any ee 
Bi ab Se 
es ae 
: 
23 
a 
' 2 
i co 
ee 

a —— . — ' ' ' ; as 


A 
» 
—— 


% a 
7 ae 
— 
as 


26 


2,500-Mile Soo 
Line Tour Helps 
Sales Force Sell 


MINNEAPOLIS, June 27—-The Soo 
Line railroad has inaugurated a 
chool on wheels” for the benefit 


of its 


ales force 

Starting at Chicago, 60 sales 

presentatives from the road’s 
offices in the U. S. and Canada 
were taught new ideas in selling 
railroad service while they rode 
in a six-day educational tour over 
a good portion of the road. 

Plans for the tour were made 
by W. W. Kremer, vice-president 
Members of the traffic 
rates, ac- 


of traffic 
department, sales and 
companied the group and partici- 
pated in lectures and study pe- 
riods 

The tour, with the group hav- 
assigned sleeping 
car and diner, covered 2,500 
miles, taking the “students” from 
Chicago to St. Paul where facili- 


ing specially 


ties in the Twin Cities were in- 
spected. The group then moved 
on to Sault Ste. Marie, Mich., 


where they received first-hand in- 
formation on the handling of 
freight moving between the U. S. 
and Canada 

Subsequently they inspected 
coal and merchandise 
at Duluth and Superior and 
sited Garrison dam, now 
ufider construction on the Missouri 
river at Riverdale, N. D. 

Pollowing inspection of the 
N@rth Dakota lignite coal fields 
an@ the grain growing section of 
that state, the party returned to 
Breen Me where they were 
shiwn the company’s shops and 
yards. Then a tour of Soo Line 
offices and a luncheon hosted by 
president G. A. MacNamara con- 
clded this new approach in sell- 
ing a railroad to employes who in 
tun must sell it to the public. 

4 


iron ore 
dock 
then \ 


Célor Ads Promote Pretzels 
Bachman Bakeries, Reading, Pa., 
ig using the theme “Good Things 
Taste Better with Bachman Pret- 
* in full-page color ads in Phil- 
adelphia newspapers. Manufactur- 
erg of the “good things” (ice 
créam, soft drinks, etc.) are tying 
in with the campaign. Aitkin-Ky- 
nett Co., Philadelphia, is the agen- 
cy. 


Maclean Appoints Maccabe 

Maclean-Hunter Publishing Co., 
Toronto, has named G. F. Mac- 
cabe, formerly editor of Canadian 
Homes & Gardens, as manager of 
that publication and its subsid- 
iaries, Brides Book and Book of 
Homes. Jean McKinley has been 
named editor of the three publica- 
tions 


Appoint Alport & O'Rourke 

Alport & O'Rourke, San Fran- 
cisco, has been appointed to han- 
dle the accounts of Stancal As- 
pbalt & Bitumuls Co. and Ameri- 
can Bitumuls Co., subsidiaries of 
Standard Oil Co. of California, 
effective July 1 


Raises Ad Rates July 1 

Mechanical Engineering has is- 
sued rate card No, 22, effective 
July 1, increasing its one-time 
page rate from $450 to $520. Rates 
are based on a net paid circula- 
tion of 33,753 


Specialists on 
DIE CUTTING 
and MOUNTING 


SERVICE BINDERY 
CO. Inc. ond subsidiary 
SERVICE MOUNTING 
& FINISHING CO 
2241 S. Wabosh Avenue 
Chicago 16 


CAlumet 5-3224 


AT CINCIAMA PARTY—Among the foursomes at the 10th annual Cinciame golf 
party held in Cincinnati June 15 were (left to right) Alex Colt of Time; Leigh Met- 


calfe, 


ist t ad 


ger, National Cash Register; his son, Watson B. Metcalfe, 
vice-president of Kircher, Helton & Collett, Dayton agency; and Hayden Wingate, 
Modern Magazines. The annual event is given by magazine and farm publication 


representatives who cover the Cincinnati territory. 


‘Brewer’ Names John Flynn 


business 


manager 


of 


| Brewer, New York, succeeding to 
John P. Flynn has been named the publishing duties of the late 
American Harry Schwarzschild. 
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Holeproof Hosiery Will Kick Off $17,000 
Contest with Color Spread in Oct. | ‘Life’ 


MILWAUKEE, June 27—Holeproof 
Hosiery Co. will kick off a $17,000 
consumer jingle contest for its 
men’s socks with a full color 
spread in the Oct. 1 issue of Life. 
Company officials assert that the 
Life ad marks the first time any 
men’s socks manufacturer has ever 
run a four-color spread in any 
publication with a multi-million 
circulation. 

Scheduled to last from Oct. 1 
through Nov. 30, contest announce- 
ments will follow the Life ad with 
full color pages in Collier’s, Look, 
The Saturday Evening Post and 
True. In addition, the Life spread 
will be reproduced in full color 
inserts in Esquire’s Apparel Aris 
and Men’s Wear. 


@ Backed by an extensive mer- 
chandising plan, the contest is de- 
signed to step up unit sales vol- 
ume, as well as to increase traffic 
in hosiery departments. Each entry 


must be accompanied by a rider 
tag from a pair of Holeproof socks. 

Holeproof’s promotion plans in- 
clude a brochure entitled “Would 
You Like to Win $5,000 in Cash?” 
which is being shown to all Hole- 
proof retail outlets and outlines 
the contest rules. Complete: point 
of sale material, including counter 
and window display suggestions, 
display cards, newspaper mats, ra- 
dio scripts and window streamers, 
also will be sent to Holeproof ac- 
counts. 5 

Weiss & Geller, Chicago, is the 
agency. 


Ross Roy Opens in New York 
Ross Roy Inc., Detroit, has 

pened a New York branch office 

at 270 Park Ave. John F. Belcher, 


who recently joined the agency 
after serving as marketing and 
merchandising account executive 


in the New York office of Batten, 
Barton, Durstine & Osborn, will 
head the new office. 


no other grocery product... 


You've seen thousands of ads in consumer magazines designed 


to move grocery products across the retail counter. 


But there is only one grocery product which holds the record 


for continuous, consistent advertising aimed at reaching this 


objective. 


That product is Fels-Naptha Soap. For more than 30 years, 


Fels-Naptha has been advertised in GOOD HOUSEKEEPING 


in full pages, for this product alone, without missing an issue. 


No other grocery product can equal that record. GOOD 


HOUSEKEEPING, the magazine that is the Dealers’ Choice, is 


proud to have been chosen to carry Fels-Naptha’s strong, con- 


sistent sales messages to the women of America in the behalf 


of the Grocers of America. 


GOOD HOUSEKEEPING 


dae 


per 
copy 


THE HOMEMAKERS’ BUREAU OF STANDARDS 
57th Street at 8th Avenue, New York 19, N. Y. 


9,971,000 
readership 
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KNBH to Telecast Football 

Nine games of Loyola Univer- 
sity, Los Angeles, will be telecast 
over Station KNBH this fall, un- 
der sponsorship of the local Chev- 
rolet dealers group. Campbell- 
Ewald Co. is the agency. It was 
stated that the telecast will con- 
form to the NCAA plan for limit- 
ing televising of football games 
in 1951. None of the nine games 
is scheduled for Saturday after- 
noon, the day specifically banned 
by the NCAA TV committee. 


Maercklein Is Jetron Agency 

Advertising for Jetron Co., Mil- 
waukee, which is currently ex- 
panding a drive for its new Dust 
Free silicone furniture polish fol- 
lowing a successful test campaign 
in Milwaukee, is being handled 
by Robert W. Maercklein Adver- 
tising, Milwaukee 


Daystrom Names Bucklin A. M. 
Henry A. Bucklin, former agen- 
ey and art studio executive, has 
been named advertising and sales 
promotion director of Daystrom 
Furniture Corp., Chicago. 


PRE-SKINNED—To prove its 
really skinless, Pacific American Fisheries 


salmon is 


is using this display piece with real 

salmon skin mounted on it. Here Dan C. 

Madden of Honig-Cooper Co., Pacific's 

agency, shows it to Seattle grocer Poul 
Hermonson. 


Appoints Harold Collen 

Harold I. Collen has been ap- 
pointed western advertising man- 
ager of Thrilling Fiction Group, 
Standard Comics Group and See, 
with headquarters in the Chicago 
offices of Standard Magazines Inc. 


Tele-Census’ Fifth Report Suggests Video 
Viewing Is Off Among Veteran Set Owners 


Los ANGELEs, June 26—Faculty 
members and students of eight 
western colleges, under the gener- 
al direction of Prof. Hal Evry of 
Woodbury College here, have com- 
pleted a survey of 10,000 TV view- 
ers and non-viewers in southern 
California, the San Francisco Bay 
area, Portland, Ore., and Denver, 
Colo. 

Results of the 10,000 interviews 
are contained in the Woodbury 
College “Tele-Census Report No. 
5.” The booklet includes data on 
the impact of television, attitudes 


toward theater television and 
Phonevision, and comparisons of 
TV viewer and non-TV owner 
attitudes. 


@ Highlights of the study include 
the following: 

1. Nearly 20% of all sets in the 
Los Angeles area are more than 
two years old, and in Los Ange- 


les, San Bernardino and the Bay 
area, from 29% to 38% of 
viewers who have had sets more 
than a year say that they now 
are spending less time watching 
television than they formerly did. 
From 39% to 42% say they are 
viewing the same amount of time 
and from 20% to 29% say they 
now are watching more than they 
formerly did. 

2. In about one-third of the 
homes, the husband dictates the 
choice of programs, children are 
next most important in program 
selection and the wife and “other” 
members of the family vie for last 
place. 

3. Sunday is the favorite day for 
viewing, and the most viewing is 
done that day. 


s 4. From 76% to 85% of the re- 
spondents feel that moral stand- 
ards of television are as high or 


CAN MATCH THIS RECORD 
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higher than-are moral standards 
of the movies, although a majority 
think that TV should set up a 
censorship board comparable to 
the Johnson Office 

5. When asked 
consider newspapers, television, 
radio or magazines “the major 
source of your current events,” 
about half cited newspapers, 
slightly less than one-third men- 
tioned television, about one-fifth 
said radio and the remainder men- 
tioned magazines. 

6. About two-thirds of the re- 
spondents in Los Angeles, San 
Bernardino and the Bay area said 
they had heard of Phonevision, but 
only 27% of the Oregon respon- 
dents had heard of Zenith’s ver- 
sion of subscription television, 
36% of the Colorado respondents 
said “yes,” and 53% of those inter- 
viewed in Fresno admitted hav- 
ing heard of Phonevision. From 
half to two-thirds of the respon- 
dents in various areas said they 
would be willing to pay $1 for 
Phonevision movies if such films 
were otherwise unavailable 


whether they 


of those interviewed 
heard of theater television 
(from 37% to 61%), and only 
slightly more than haif said they 
would be willing to pay $1 to see 
a major event on a large movie 
screen if such programs were 
otherwise unavailable 

8. Differences in the habits of 
viewers and non-viewers do e@@ist 
(TV viewers are more regulaf in 
church attendance, for example, 
tnd spend less time reading neWs- 
papers) but they are apparefftly 
not as significant as might hive 
been expected (at least in Phe 
areas covered). ; 

9. In non-TV areas, nearly two- 
thirds said that they are anxi®us 
to have TV, but one-third mid 
they are not anxious to havej/it. 
Approximately the same prop®r- 
tion (two-thirds) said they wogld 
buy a set if TV were available @nd 


e 7. Fewer 


had 


about one-third said they wa@ld 
not do so. { 
e 10. Very few persons in n@n- 


TV areas know why they do t 
have local television stations. 

The eight colleges cooperating 
in the study include Valley l- 
lege, University of the Redlags, 
Fresno State College, San J®se 
State College, Oregon State Gol- 
lege, University of Denver, St@n- 
ford University and Woodbury? 

Copies of the report and infor- 
mation on the techniques used are 
available from Prof. Hal Evry, 
Tele-Census, Woodbury College, 
1027 Wilshire Blvd., Los Angeles 
17. 


‘Rotaria’ Subscription Rates Up 


Revista Rotaria, Spanish lan- 

| guage edition of The Rotarian, will 

raise its annual subscription price 
| from $2 to $2.75, effective July 1. 


| 
| Britannica Promotes Bradley 

J. C. Bradley, district manager 
of Encyclopaedia Britannica in 
New York, has been promoted to 
manager of the Chicago division 


NEGROES SPEND 
$15 BILLION A YEAR! 


DO THEY SPEND IT 
ON YOUR PRODUCTS? 


You can get your share of this vast and 
wealthy market—reach Negroes the way 
| they want to be reached—through their 
own Race publications—the newspapers 
and magazines they welcome into their 
homes and read constantly. Negroes are 
intensely loyal to the advertisers they see 
in their own publications ore this mar- 
ket an urge to buy that they'll respond 
| to! Stop overlooking $15 billion—Negroes 
buy what you sell—if they read about it 
in their own publications! For full details 
write Interstate United Newspapers, Inc , 
545 Fifth Ave. N. Y¥., serving America's 
leading advertisers for over a decade 


ONE EXAMPLE: for publication that sells 
the cream of this rich market, you can't beat 
the New Courier—read by 1,500 jegroes in 
42 states each week Color comics, magazine 
section, and news section help make it Amer 
ica's most complete weekly newspaper 

Negro—you'll sell the Negro! Act now! 
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Television’s a wonder-child, there’s no question about it. 
Precocious as anything... big for its age. Almost makes 
you forget that television’s got a big brother that can 
still lick anybody on the block. 
| Or in the county, or in the country. For network radio 
is still the only medium that combines a/? advertising 
essentials: nation-wide coverage, thumping impact... and 


minimum cost. 


That’s why the biggest producers of highly competi- 
tive products (like drugs, foods and cigarettes) choose 
radio above a// other media, and invest more money there 
than anywhere. And go on doing it, year after year. . 
last year a 2.5% greater investment than the year before. 

They do this because they know that radio effectively 


reaches America’s total market, through 96 million radio 


sets. And because in spite of all competition, radio 
continues to grow. (Last year alone there were more new 
radio sets manufactured—over 14': million—than tele- 
vision’s total accumulation of some 12': million.) 

Just as consistently as these big advertisers turn to 
radio, they turn to CBS, investing last year 14.8% more 
than ever before, 17.3° more than on any other network. 


The reasons... 


15 OF THE 20 MOST POPULAR PROGRAMS ARE ON CBS— 
the bellwethers of radio, that bring more listeners to all 


Ae 


programs of all advertisers. 
‘ — 


MORE PEOPLE LISTEN TO CBS: nighttine audiences 


average 25% larger than the second network; daytime 


AE a MS cme, 


audience 27% larger. 


| THEY LISTEN MORE OF THE TIME TO CBS: 37° of al/ 
nighttime network listening is to CBS (29% to the second- 
place network). 
j . 
| ° . ° 
| (And in rural areas and small towns the CBS habit is 
even stronger: 41°%—to 30% jor the second-place network.) 
A THEY REACH PEOPLE AT LOWER COST ON CBS: $1.18 
~~ 


VY. per thousand, best buy of all the networks, (And to buy that 


7 thousand in leading magazines would cost $2.72. And in 
r | newspapers, $4.03.) 
. The big advertisers know better than anybody that 


you don’t send a boy to do a man’s work, When there’s 


a big job to be done, you'll want radio...and CBS. 


THE CBS RADIO NETWORK 


Nielsen Family and Cost data, Oct. 1950-Feb. 1951; Hooper Audience Composition. 
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‘Forbes’ Takes Pepsi-Cola Co. Apart in 
Critical Analysis of Sales and PR Work 


New York, June 26—“Coca-Cola 
netted an ice-cold $31,800,000 on 
1950 sales of $215,000,000 for an 
unheard-of profit ratio of 15%. In 
the same year |Pepsi-Cola’s| net 
of $1,600,000 represented only 4% 
of its $40,000,000 take. That seems 
like less bounce to the ounce to 
tockholders who remember that 
Pepsi's net-to-sales percentage in 
{former president Walter] Mack’s 
last year, 1949, was | $2,100,- 
000 on $37,400,000.” 


d.4 6 


This is one of the conclusions 
reached by Forbes Magazine in a 
cover story in the June 15 issue 


on the Pepsi-Cola Co. headlined, 
“Pepsi's Double Trouble. The great 
American throat is wide open 
but Coca-Cola got there first.” 


@ In the same issue the magazine 
takes a full-throated blast at Pep- 
si-Cola’s public relations depart- 
ment in “Side. Lines,” a two- 
column feature written by Mana- 
ging Editor Robert K. Heimann. 
His story is headlined, “This Is 
Public Relations?” and tells of the 
difficulties a Forbes associate edi- 
tor (Byron Mack) had in putting 
the Pepsi story together 


1,000,000 ELKS—fertile 


field for institutional copy 


One of the most selective male mass markets you can 
add to your schedule is delivered by The Elks Magazine. 


This influential audience consists of over 1,000,000 ma- 
ture men, leaders in 1580 communities, heads of families 


_ with incomes twice the national average. Not only are 
Elks exceptionally prominent in all branches of local, 
state and national governments, but 51.9% are business 
owners. Could you find a more fertile field for the plant- 


: 
' 
; 
; ing of institutional as well as product-selling copy? 
' 


red 


THE 
é 
g 


MAGAZINE 


» New York 


+ Chicago + Los Angeles + Detroit - Seattle 


America’s finest 


photoengraving 


plant 


COLLINS, MILLER & 


HUTCHENGS, Inc. 


| the 


According to the piece, the pro- 
ject began March 2 at the sugges- 
tion of Dale Armstrong, in charge 
of public relations for Pepsi-Cola. 
It was not completed until mid- 
May, and all down the line the 
Forbes man said he had much dif- 
ficulty in getting the necessary 
facts and figures for the story. 


@ “Before sending the manuscript 
to the composing room, the M.E 
asked the story editor how long 
the process would have taken if 
he had finessed Pepsi's PR expe- 


diter and gone direct to Steele 
[Pepsi-Cola’s president] and the 
bottlers. ‘A week,’ he said,” the 


story concludes 

When contacted by ADVERTISING 
Ace, Mr. Armstrong said: “There 
are more than a dozen errors in 
fact and omission in those two 
columns.” Calling the article an 
“irresponsible piece,” Mr. Arm- 
strong asserted that there were 
numerous errors in dates, name- 
spellings, and, in one case, the 
actual name was wrong. He said 
“I can only conclude that such 


| non-factual reporting must be re- 


flected 
zine.” 


elsewhere in the maga- 


@ There appears to be additional 
confusion in the actual Pepsi-Cola 
story. According to the article, 
“Steele’s public relations theme, 
pushed by hired consultants, is 
two-fold...(1) Everything Walter 
Mack did was wrong, including his 
college scholarships, skywriting, 
sponsored square dances in Central 
Park, and sugar plantations. . .” 

However, in AA’s story on the 
Pepsi-Cola Metropolitan Bottling 
Co. of New York (AA, May 21), 
it was said that the wholly-owned 
subsidiary does an intensive pro- 
motion drive on these square 
dances, in progress for the past 
seven years. 

A further check discloses that 
local bottler will once again 
sponsor these dances for a period 


| of nine weeks, beginning July 2 


| Offers Free Film Catalog 


films 
recre- 


Almost 350 informational 
on business, educational, 
ational and other subjects 
listed in a new film library cat- 
alog just issued by the New York 
State Department 
The films are available for 
use by industrial, business, school, 


civic and other groups of 50 or) 


more persons. The catalog may 
be obtained from the film library 
of the department, 40 Howard St., 
Albany 7. 


United Cigar Names Two 

Frank A. Canonico, vice-presi- 
dent of the United Cigar-Whelan 
Stores Corp., New York, has been 
promoted to vice-president and| 
general merchandise manager. 
Merle A. Sanders, formerly presi- 
dent of Snyder’s Drug Stores, | 
Minneapolis, has been named vice- 
president and general sales mana- 
ger. 


Two Appoint DeMunn Agency 

Central Mills, Dunbridge, O.,| 
has appointed DeMunn & Mc- 
Guiness, Chicago, to handle ad- 
vertising of its dehydrated alfalfa 
meal. The agency also has been ap- 


pointed by Bell Fibre Products 
Corp., Marion, Ind. Trade publi- 
cations and magazines will be 
used. | 


Cranberry Men Name Williams | 


Lloyd R. Williams, formerly ad- | 
vertising manager of the Maine | 
Potato Growers, has been ap- 
pointed merchandising manager of 
the American Cranberry Exchange, 
New Bedford, Mass. 


John La Farge Joins Orr 

John F. La Farge, formerly with 
the Biow Co., has joined Robert 
W. Orr & Associates, New York, 
copy director 


as 


Englishtown Appoints Hays 

Walter C. Hays has been named 
advertising and sales promotion 
director of Englishtown Cutlery 
Ltd., New York. 


| 
| 


are | 


of Commerce. | 
free | 


a . 
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In a locomotive driving test at the La Grange, IIl., plant of the 
Electro-Motive Division of General Motors, Willard V. Anderson, 
editor of Trains, and Charles E. Wilson, GM president, headed a 
group of 11 winners. The contest was held in connection with a pro- 
gram marking completion of the 10,000th GM diesel locomotive unit 
on June 14 

The Washington Post's board chairman, Eugene Meyer, trekked to 
California, his native state, to be commencement speaker June 17 
at Stanford University. He put his wealth of experience into the talk 
titled “Freedom in a Changing World”... Joseph O. Wilson of Ross 
Roy Inc. won the Adcraft Merit Award for his work in producing 
the “Darktown Revue,” the annual spring frolic of the Adcraft Club 
of Detroit, for which he wrote eight songs. John P. St. Clair, Time- 
Life representative and Adcraft president, was the other party in 
the presentation ceremony. 


CINCIAMA WINNER—Chester Birch (left), vice-president in charge of advertising, 

Andrew Jergens Co., low gross winner, receives his trophy from Chuck Smith, of 

Woman's Home Companion, at the annual Cinciama golf party held in Cincinnoti 

Mr. Smith was general chairman of the party, which is given by magazine and farm 
poper representatives covering the Cincinnoti territory. 

July is a tough month, financially, for Hareld Stretch Jr., v. p. of 
the Camden Courier-Post. All four of his daughters have birthday 
presents due this month...In the interest of natural history, J. 
Robert Mendte, head of the Philadelphia agency carrying his name 
spent Father’s Day looking around the city for a mongoose to show 
his children before discovering that U.S. law forbids importation of 
the animal. . 
brated his 23rd anniversary in radio June 12. He began his career 

Max Savitt, v. p. of WCCC, Hartford, Conn., and Mrs. Savitt are 
parents of a baby boy—the first boy in the Savitt family in more 
than 25 years. The proud father, who heads the Hartford Cornell 
Club, immediately wired Cornell University to ask if the boy could 
be registered. The reply informed the radio exec that his son has 
been accepted, but that he won't be eligible to attend classes for 
about 18 years... 


DOTTED LINE SPECIAL—George Cutler, 

the Chicago Dotted Line Club, presents a special prize to Bill Kirkland, agency 

ead, who made a hole in one on the 17th hole at Rolling Green Country Club 
during the annual Dotted Line golf tournament June 8 


of Keeney Publishing Co., president of 


John T. Nolan Jr., executive v. p. of Keelor & Stites, Cincinnati, 
embarked at Long Beach, Cal., June 22 for service as a civilian ob- 
server in the Pacific aboard a ship of the Military Sea Transporta- 
tion Service. He’s had previous experience as an observer for the 
Navy in the Caribbean area. . . 

High spot of the fifth anniversary luncheon of the Minute Men 
committee of the Cleveland Community Chest was the awarding 
of Red Feather “Oscars” to the pioneers who had served on the 
committee since its formation. Awards went to A. J. Beiler, editor 
of “Wireco Life,” American Steel & Wire; W. K. Cochrane, Fuller 
& Smith & Ross; Maxton R. Davies Jr., Foster & Davies; R. O. 
Fishel, Lang, Fisher & Stashower; Clyde Geraty, Geraty Printing 
Service; W. G. Gude, Penton Publishing; Alvin L. Krieg, American 
Steel & Wire; Frank Schule and Norman Townsend, General Elec- 
tric; and A. J. Weinrich, BBDO... 
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Curtis Study of Independent Drug Stores 
Shows Men Outnumber Women Customers 


PHILADELPHIA, June 26—Men 


outnumber women customers in 
independent drug stores but the 
average woman spends more 


money per visit, according to Cur- 
tis Publishing Co.’s new report, 
“A Survey of the Customers of 
Independent Drug Stores.” 

The study, made in October and 
November, 1949, was conducted in 
106 representative, independent 
drug stores, the majority of which 
were located in the better neigh- 
borhoods and shopping centers of 
87 cities or towns in 37 states. 
Results are comparable in many 
respects to data compiled during 
a similar 1938 study by Curtis. 

Highlights of the report include 
the following: 

1. Approximate gross annual 
sales of the stores in the sample 
ranged from $35,000 to $270,000. 
The average (1948) sales volume 
was $97,100. 


e 2. The number of customer vis- 
its per survey store during the 
week ranged from 1,179 to 7,544. 
The average was 3,088, whereas 
the average number of visits per 
store in 1938 was 2,388. 


3. Customers spent more than | 


three times as much per visit to 
an independent store in 1949 as 
they did in 1938. The average ex- 
penditure per customer in 1949 
was 53.2¢, compared with 17.7¢ 
per visit in 1938. 

4. Curtis credits the substantial 
increase in average expenditure 
to the new lines of higher price 
merchandise now carried by drug 
stores and to the greater variety 
of items now available to drug 
store customers, as well as to gen- 
eral price increases. 

5. The average customer bought 
1.14 items per visit in 1938, where- 
as in 1949 he bought 1.27 items 
per visit. . 


se 6. There is still plenty of room 
for improvement regarding mul- 
tiple purchasing—in 1949, fewer 
than one-quarter of the recorded 
transactions were multiple pur- 
chases. In addition, about 5% of 
the customer visits were for serv- 
ice items only. 

7. More than 51% of the cus- 
tomers during the survey week 
were men, compared to the 29% 
who were women. Children com- 
prised about 6% of the traffic and 
groups accounted for the remain- 
ing 14%. 

8. The male customers spent 
46.5% of the dollars, while women 
spent 35.4% of the dollars rung up 
on the cash register during the 


week. Thus, the average female) 


drug customer spent 16¢ more per 
visit than the average male cus- 
tomer (33% more than the aver- 
age male purchase). 


e 9. Prescription departments ac- 
counted for more than one-fifth 
of the dollars rung up during the 
week. The tobacco department, in 
second place, took in 15.7% of 
the total dollars. Fountain sales 
amounted to 13.9% of the total. 
Toiletries brought in 13.2% of the 
total and sales of proprietaries ac- 
counted for about 10% of the dol- 
lar volume. In addition, confec- 
tionery was responsible for 5.7% 
of the total; magazines, 5.6%; sun- 
dries, 3.6%, and newspapers, 2.6% . 

10. Saturday was still the big 
volume day in 1949, as it was in 
1938 (with Friday second both 
years), but the proportion of the 
week’s customers entering stores 
on Saturday in 1949 was signifi- 
cantly larger than the percentage 
of total week’s customers who 
shopped on Saturday in 1938. 

11. While the busiest hours in 
1938 were from 8 to 10 p.m., in 
1949 the busiest hours were from 
4 to 6 p.m. 

Copies of the report are avail- 


able from the research department 
of Curtis Publishing Co. 


FOOD STORES HANDLE 
52% OF BREW SALES 

To.epo, June 26—Nearly 52% 
of the malt beverages purchased 
for home consumption now are 
bought through retail outlets 
which handle food, according to a 
new study made for Owens-lIl- 
linois Glass Co. by the Home Mak- 
ers Guild of America. 

The study also shows that while 
the majority of beer purchases for 
home consumption are made by 
men, 35.6% of the women “usu- 
ally” buy beer for use in the home. 


About 30% of the 1,049 families 
participating in the survey buy 
fewer than six bottles at a time, 
while 28% of the families buy from 
six to 11 bottles per purchase. Half 
(50% ) of the women who buy beer 
themselves prefer a six-pack car- 
rier. Thus, the report concludes, 
brewers must cater to both the 
volume purchesers and the six- 
pack buyers if the sales potential 
is to be fully exploited. 


26th ‘AMERICAN HOME’ 
READER STUDY ISSUED 

New York, June 26—American 
Home’s reader-consumer panel 
members definitely prefer spa- 
ciousness in refrigerators to extra 
features. The magazine’s 26th re- 
port shows that 83.9% prefer space 
to extra features and 75.6% would 


rather have space than a dry stor- 
age bin. 

The survey, based on 1,707 re- 
plies from panel members, indi- 
cates the majority (763%) of 
women dislike the idea of having 
color in the refrigerator interior. 

More than 91% of the respond- 


31 


ents purchase canned tuna fish, 
and three-fourths of the tuna pur- 
chasers buy two or more cans at 
a time. Solid pack tuna is the fa- 
vorite of 50% of the respondents, 
while 39% buy flaked tuna and 
36% buy the chunk style (many 
buy two or three types regularly). 


Specialists in SILK SCREEN PRINTING 


INCORPORATED 


BOX 2017 TULSA, OKLAHOMA 


"| AVAILABLE IN 14,750 THEATRES 


EG pardon, aren't you mistaken? You can 
buy plenty of spots — spots with terrific 
impact — with sight, sound, and action in com- 
bination —and with COLOR now! You can 
buy them in almost all markets at low cost per 
viewer. How? 


Use Spot Movie Ads in local movie theatres. 
Your film commercial — sixty or eighty-second 
length — in black and white or color, appears 
as a film short on the regular theatre program. 
Your message reaches a relaxed, receptive, 
attentive audience with money to spend. Pic- 
tures are big, commanding. 


You can spot your film commercials in special 
markets, even in particular neighborhoods, or 


you can blanket the country in 14,750 movie 
theatres. Get all the facts about this power- 


tO RRR RR 


packed medium that is paying off for more 
than eighty national advertisers and fifty thou- 
sand local advertisers. Fill out and mail the 


coupon today. 


a ey ty 


Please send me more information about 


Spot Movie Ads in Theatres. 


NAME 
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MOVIE ADVERTISING BUREAU 
P.O. Box 1223, G.P.O. New York 1,N. Y. 


YOUR COMPANY _ 


‘ ADDRESS 
] —_———_— 
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ovie Advertising Bureau 


MEMBER COMPANIES: UNITED FILM SERVICE, INC. © MOTION PICTURE ADVERTISING SERVICE CO., INC. 


MATIONAL OFFICES NEW YORK: 70 East 45m ST. © CHICAGO: 333 NORTH MICHIGAN AVE. © NEW ORLEANS: 1032 CARONDELET ST. 


KANSAS CITY: 2449 CHARLOTTE ST. * 


CLEVELAND: 526 SUPERIORN.E. © 


SAN FRANCISCO: 821 MARKET ST. 
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New piece 
in your picture 


Something that has a lot of advertisers worried these 
days is where television fits into their advertising 
picture. They're asking . . . 


Can | afford to go into television, or can I afford 
not to go into it? 


If | do go into it, where and how should television be 
fitted in to produce the most effective results? 


Part of the answer, as always, depends upon good 
advertising judgment. 


The other part depends upon a sound knowledge 
of this new medium— upon a proved ability for buy- 
ing time, choosing shows, and creating commercials 
that, combined, will bring a maximum return for 
every television dollar. 


Today, the advertising agencies that provide the 
soundest answers to their clients’ questions about 
television are generally those with long-standing rec- 
ords for good judgment in using every medium of 
advertising. 

And in the new medium—television— Young & 
Rubicam has devoted the time and effort, has as- 
sembled the man-power and mind-power, has made 
the sizeable investment it takes to attain a position 
of leadership in a new field. 


YOUNG & RUBICAM, INC. 


Advertising + New York Chicago Detroit 
San Francisco Hollywood Montreal Toronto Mexico City 


london 
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PHOTOGRAPHIC 
REVIEW 


MISS NIAA—Best industrial advertising space in New York last week was on the 
gowr of Miss NIAA, Bette George, official hostess at 29th annual conference of 
National Industrial Advertisers Assn. Gown was designed and executed by Bee 


Mitchell of Industrial Equipment News. 


GIANT SIZE—Brown-Forman Distillers Corp. used this 7° car card in Toledo buses 
for three months with a 50% showing. Results were so good it plans to employ 


the giant card in other markets. 


PRESIDENTS All—Meeting at the University Club, these erst- 
while presidents of the St. Louis Advertising Club enjoyed ao 
reunion recently. Standing (left to right) are: H. J. Echele, 
Warwick Typographers; Frank J. Cornwell, Brown Shoe Co.; 
Ray Maxwell, Missouri-Pacific Lines; C. C. Tapscott, McQuay- 
Norris Mfg. Co.; Gus J. Lehleitner, Commercial Letter Inc.; 
Jomes B. Wilson, D’Arcy Advertising Co.; Corl F. G. Meyer Ill, 


RUM RUMMY—One-piece cardboord 

counter display for Ron Virgin rum, cre- 

ated ond designed by Sam Coty, art 

director, Federal Liquors Ltd., Cambridge 
Mass 


<“-~y, o€ 
“es 


Meyer Bros. Drug Co.; C. L. Thomas, Stotion KXOK; A. Moescher 
Jr., Oakleigh R. French & Associates, and Don O. Pyke, Graham 
Paper Co. Seated in the same order: Arthur E. Schanuel, St. 
Lovis Post-Dispatch; Harry T. Bussmann, Bussmann Mfg. Co.; 
R. Fullerton Place, Community Chest; Corl F. G. Meyer tl, Meyer 
Bros. Drug Co., and Daniel A. Ruebel, Dictagraph Products Inc. 
Three other eligibles were unable to attend 


GALA OPENING—The entire board of directors of Lever Bros. 
attends the opening of the company’s $25,000,000 plant in 
Los Angeles, and helps load a helicopter with packages of 
products manufactured there for delivery to the governors of 
the 11 western states the new plant will serve. Left to right: J. 
Lourence Heyworth, director of Unilever and Lever Bros. Ltd., 
who come from London for the ceremony; Charles A. Massey, lever director; Williom H. Friedhof, representing the 
president, Lever Bros. Ltd., Toronto; Franklin J. Lunding, chair. 


man of the Lever executive committee, and chief executive officer 
of Jewel Tea Co.; William H. Burkhart, Lever production vice- 
president; John M. Hancock, chairman of the board; Mrs. Helen 
A. O'Connell, representing women workers in the new plant; 
Jervis Babb, Lever president; E. Lee Talman, vice-president; 
ert B. Smaliwood, president, Lipton Teo Co.; F. D. Morrell, 


workers; Chorles T. Atwood, manager of the new plant. 


LOOKS GOOD-—Speculotively eyeing o new layout from Dick Lewis’ drawing 

are some Chicago agency artists who dropped in to inspect the new Dick Le 

Studios recently. From left to right are: Bob Hompton, Leo Burnett Co.; Bill Lr 

Dick's brother and a v. p.; Rom Rigotti, Macfarland, Aveyard & Co.; Hugh ' % 
Fuller & Smith & Ross; Ed Tollefson, Foote, Cone & Belding, and Mr. L 


THINGS ARE DIFFERENT—That’s what Mrs. Belle Lowrie, visiting artist, copywriter 

and former magazine editor, discovers as she compores advertising in South Africa 

with the American way. In the office of Newman McEvoy, director of medica for 

Cunningham & Walsh, she points to o front poge ad in Johannesburg's largest 

poper, the Sunday Times, while Mr. McEvoy explains U.S. media practices (including 

those of Advertising Age). Mrs. Lowrie, who is studying U.S. advertising procedure, 
made o complete tour of the C&W agency. 
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a Sioux City Adclub Elects 

s E. J. (Mike) Huber, general 
manager of Station KTRI, has 


been reelected president of the Ad- 


vertising Club of Sioux City, Ia. 
Other officers elected are: Mrs. 
al Dorothea Sheahan, T. S. Martin! 
: Co., vice-president; Joe Keller, | 
Dove Advertising Agency, secre- 
tary, and John Granning, First 
National Bank, treasurer 


Kilham Appoints Eldridge 


. Kilham E —y North At- 
tleboro, Mass., has appointed John | 

e. P. Eldridge Advertising, Philadel- 

. phia, to handle advertising and| 


merchandising for its Bendit rol- 


e ler brake 


John McCleary Named S. M. 
John C. McCleary has been ap- 
pointed sales manager of Battery 
& Starter Co., Buffalo, succeeding 
: Edmond M. Anderson, who has 
been promoted to general man- 
ager 


New York Sales Execs Elect 

R. Harold Craig, manager of the 
auto sales division of Albany Ga- 
rage Inc., has been elected presi- 
dent of the National Sales Execu- 
tives of Eastern New York. 


LIQUIDATOR AND PACKAGE INSERT 


: SREMIUMS... 


OOUCED T 
IDEAS COLOR SRST CHES COPY, AR} 
AND PRODU ASK FOR SAMPLES 


CASS v- LUND MARK COMPANY 
0) W. BERON STREET CHICAGO 13 


PRINTERS 


| or 
~} reconditioned 


;@ A. 
O FIT YOUR REQUIREMENTS | ager 


| trade -in market has “ 


| more 


RCA Victor's ‘Operation Trade’ Stimulates 
Trade-Ins of Small-Screen Television Sets 


PHILADELPHIA, June 26—Inaugu- 
ration of “Operation Trade,” 
plan calling for liberal TV 
trade-in allowances to be offered} 
| through RCA Victor distributors | 
and dealers, has brought a marked 


a; to six years, 
set | 


ceivers, ranging in age from two 
now in operation. 

In the initial test by Krich-New 
Jersey, the first mailing to 201 
small-screen set owners produced 
43 trade-ins at once. At present, 


increase in television set trade-ins,| 28 more are pending and half of 


RCA Victor reports. 

| The plan was based on encour- 
|} aging owners of small-screen re- 
| ceivers to trade them in on new 

| larger screen sets. At the same 
| time, dealers throughout the coun- 
try have been promoting sales of 
| reconditioned small-screen receiv- 
| ers, to be used as secondary sets in 
| homes. 

| Initial tests on “Operation 
| Trade” were held in northern New 
Jersey by Krich-New Jersey Inc., 
| distributor for RCA Victor. The 
| success of this test resulted in ex- 
panding it to dealers throughout 


| the country. 


The plan also guarantees to 
dealers that distributors either will 
purchase from them each 10” RCA 
Victor set accepted as a trade-in 
arrange to have the trade-in 
by RCA Victor 
Service Co. at a nominal fixed sum. 


B. Mills, 
of the 
strument 


general sales man- 
RCA Victor home in- 
department, said the 
searcely been 

estimated there are 
250,000 RCA 10” re- 


He 
than 


tapped.” 


reprinted from BRIEF current issue 


| these 


are expected to result in 
sales. 

“Operation Trade” provides for 
| distributors to send an_ initial 
mailing piece to known owners of 
small-screen sets. All replies are 
then turned over to dealers. 

In addition, distributors provide 
dealers with mailing pieces for 
their own mailing lists, and dealers 
are given display pieces, radio 
spots and special telephone solici- 
tation scripts. 

RCA Victor Service Co. absorbs 
the cost of installing large-screen 
demonstration sets to help dealers 
make additional sales. 
Blair-TV Appoints “artin 

Francis Martin Jr., 
the sales staff of DuMont Televi- 
sion Network, has been appointed 
to the New York sales staff of 
Blair-TV, television station rep- 
resentative. 


Columbian Vise Names Palm 

Columbian Vise & Mfg. Co., 
Cleveland, has appointed Palm & 
Patterson to handle its trade pub- | 
lication advertising. 


FOO and DRUG 


Manufacturers 


] GET ACTUAL 
; FIELD SALES 


F @ Want to add five or 500 trained MISSIONARY SALESMEN to your 

\ Fall campaign staff? We have them, ready to start representing you 
anywhere or everywhere in the United States and Canada! 

Our Missionary force is expertly supervised; each man operates in 


You can hire this temporary sales 

‘ crew to do a single-call selling job, 
: or a complete campaign sales-and- 
checking job. This service side-steps 

labor problems, 

payroll time, travel-and-hotel bills— 

one flat fee covers all your needs... 

enables you to budget actual cost. 

For actual case histories and com- 
plete details regarding this sales-mak- 
ing service please wire, write or tele- 
phone (state whether youwish informa- 
tion by mail or in conference with one 
of our executives—your office or ours.) 


/ his own home town area; each knows his local dealers and his local 
market peculiarities ... 


non - productive 


Serving some of the leading 
Food & Drug manufacturers 
throughout the U.S. & Canada 


ADVERTISING DISTRIBUTORS ot AMERICA 


400 MADISON AVENUE + NEW YORK 17, N.Y. ¢ MURRAY HILL €-6500 


ROUND.-THE-WORLD—These 

and Portugal in a pageant depicting the growth of the Singer Sewing Machine 

Co. since 1850. The documentary wos part of the recent Singer centennial cele- 
bration. 


New York, June 26—The Singer 
Sewing Machine Co., celebrating 
its 100th anniversary this 
marked the occasion with a lunch- 
eon party at the Plaza Hotel last 
week at which some 500 represen- 
tatives of press, radio, television 


costumed models 


year, | 


and needle industries saw a color- | 


ful documentary play describing 
the growth of the company from 
one machine and $40 borrowed 
capital to its present world-wide 
scope. 

At the luncheon, Milton C. Light- 
ner, president of Singer Mfg. Co., 


| George Zeiber 


announced the start of operations | 


in a new Singer factory at Ander- 
son, S. C., and the beginning of 
construction for a Brazil plant, the 
first to be built in Latin America. 
This brings the number of Singer 
factories to 15. 


e The documentary play, staged in 
the main ballroom, portrayed how 
Isaac Merritt Singer built and pat- 
ented the first practical sewing 
machine—the first to sew continu- 
ous seams. 

Commentary by newscaster John 
Cameron Swayze was punctuated 
with scenes depicting red _ letter 
days in the history of the com- 
pany. Models dressed in the style 
of the times from 1850 to the pres- 
ent told the story of a 100-year 
fashion evolution. Other models 
displayed costumes contributed by 
Singer Sewing Centers in Burma, 
France, Morocco, Turkey, Mexico 
and Korea, symbolizing the mag- 
nitude of the Singer operation. 

Pre-show exhibits demonstrated 
some of the varied and little 
known activities of the company. 
Items ranging from a parachute to 
a doll’s wig were shown, illustrat- 
ing the wide range of end products 
requiring use of one of Singer’s 
more than 3,000 specialized ma- 
chines. 


es Among the newer machines was 
an electronic sewing machine re- 
quiring neither needle nor thread. 
A new stitching technique, which 
does not make use of sewing ma- 
chine attachments, was previewed. 
After Oct. 1, purchasers of Singer 
machines will be able to learn the 
method at Singer’s more than 1,- 
200 U. S. sewing centers 

The world’s fastest hosiery 
seamer Was on view, as well asa 
rapid-feed machine that cuts and 
sews buttonholes at the touch of a 
lever. A series of panels showed 
articles used in the military, sports, 
hospital, heavy industry and others 
which are made on Singer ma- 
chines. 

Although home sewing and sew- 
ing centers loom large in Singer’s 
business sphere, the original ma- 
chine, perfected on Aug. 12, 1851, 


represented the 1920s, Scotland 


‘Singer Unveils Needleless, Threadless 


formerly on} 


‘Machines at 100th Birthday Celebration 


was designed with industrial users 
in mind. 


e Contrary to popular 
sewing machine, 
of Elias Howe Jr., could sew a 
straight seam more than a few 
inches at a time until Isaac Singer 
came along, according to the com- 
pany. 

The Yankee teamed up with tool 
shop owner Orson C. Phelps and 
a wandering entrepreneur named 
r, who reportedly had, 
among other things, a penchant 
for writing advertising. Things 
didn’t go well at first because New 
England manufacturers had bought 
other machines which never 
seemed to work with any regulari- 
ty, and “no Yankee business man 


belief, no 
including that 


| got stung twice.” 


But Singer’s flair for the drama- 
tic, based on earlier experience as 


|}a wandering Shakespearean actor, 


and Zeiber’s advertising ability 
eventually took hold and an order 
for 30 machines at $100 each from 
Davies & Jones, New Haven shirt- 
maker, was a red letter day for 
the company. 


@ From then on things moved fast 
The company perfected and made 
new models for industrial use; gave 
heed to the ladies and invented 
the “turtleback” for home sewing; 
overcame patent and financial 
squabbles, and started the world’s 
first pay-as-you-go plan so that 
buyers could afford the $125 ma- 
chine on an average $500 yearly 
income 

In 1875 I. M. Singer died, at 
which time more than 1,500,000 
sewing machines had been sold in 
the U. S. alone. 

Today, Singers are made in dol- 
lar, sterling, franc and lira nations; 
are sold not only in those coun- 
tries but also for pesos, pesetas, 
yen, krone, rupees, guilders and 
other monies. In 1950, Singer re- 
portedly netted $18.8 million. 

Aside from two four-color cen- 
tennial ads run in women’s serv- 
ice and farm magazines earlier 
this year, Young & Rubicam, the 
Singer agency, has scheduled no 
special anniversary ads. Much de- 
served publicity has been given 
the 100-yvear-old company to date, 
with additional articles scheduled 
to run by the end of the year. 


Strauchen Advances Metcalfe 

Brice Metcalfe, copy director of 
Strauchen & McKim Advertising, 
Cincinnati, has been promoted to 
creative director 


Marilyn Warmbir Joins Kane 

Marilyn J. Warmbir has been 
named assistant service director of 
Kane Advertising, Bloomington, 
Ml. 
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‘This Week’ Issues 


1950 Food Chain Sales Data 


1951 Food Ch . 1950 1950 Sales % Share 1950 Ad 
ain Chain Stores Sales per Store of Sales* Expenditures 
P At i a ee a ne 
Ipha Beta 185, 8 . 
rogress Report American Stores . 1,529 1,075, 283.473 «88 3,714,374 
NE Y Colonial 67 179,330,616 488.639 13.5 34 
New York, June 29—The trend First Nationa! 4 360.276. 481 33 12 138 2,000,283 
re Pwe S . ri Fisher Brothers 69. J 6 
toward fewer stores with larger | goog. Fair 120 171,780,362 1.431503 43 1,025,000 
volume still is much in evidence’ Grand oo = 137.098,338 473.800 at a 
i is Teek ~ine’: <¢ Jewel Tea y 
“s This Week Magazine’s latest Renner 2.084 861.242.642 19'300 92 7.258.493 
ood chain store study. Lucky Stores 33 32.676.798 a 206 . to rt} 
> “haince : Market Basket on . F , 
PP 18 food chains providing National Tea 634 315.218.947 497,191 10.3 2.750,000 
ata for the “1951 Progress Re-| Red 0 181 52.626,749 290.7 7.5 
port on Grocery Store Marketing” ay s 4 Ls 774 ae iss Wt} 381.300 
did an average annual volume of Wrigley 24 32,370,987 1,348,791 5.1 205.969 
$106,302 per store in 1940. In 1950, 4& 4,399 3.001,241,0002 682,255 12.2 


the average store operated by the 
18 chains did an annual volume of 
$538,327. 

The key to this increase in the 
volume of chain food outlets is 
advertising, according to This 
Week Magazine. Throughout the 
study, the publication emphasizes 
the importance of advertising to 
modern food distribution and mar- 
keting. 

While the average store operated 
by the 18 chains covered by the 
study did an annual volume of 
more than $500,000 (and many 
have passed the $1,000,000-mark), 
the average chain store (all 
chains) recorded a volume of $67,- 
771, and the average indepencent 
store in 1950 enjoyed a volume of 
only $45,200 curing the year. Fur- 


ther, the average specialt? food 
store (bakeries, meat markets, 
etc.) did a volume of $50,044 in 
1950. 


@ The report, in the form of an 
easel chart presentation, was com- 
piled by the magazine after nine 
months of research work and in- 
terviewing, and more than 20,000 
miles of travel. It currently is be- 
ing shown to food distributors, 
wholesalers, chain store executives, 
food advertisers and their agen- 
cies 

Highlights of the 
the following: 

1. In the past decade, the pub- 
lication contends, the supermarket 
has reached maturity and taken on 
polish and refinement. Cash and 
carry, self-service, the motor. car, 
modern refrigeration, etc. all con- 
tributed, but one of the most im- 
portant factors in the development 
of the supermarket has been the 
vast increase in the amount of 
retail food linage 


study include 


@ 2. In 1950, ithe independents en- 
joyed a 5% gain over 1949; the 
average chain store was up 6% 


Wi buys the met 


an 


FURNITURE 
AND RUGS? 


Among the readers of all the mulii 
million-cireulation newsstand-sold 


magazines reported by Starch * 


American Home 
Magazine 
again ranks £57 


the 
reader-families making purchases 


with highest percentage of 


in this important category 


*42nd Starch Coasumer Magazine Report 
Jan.-Dec. 1950 


American Home is recd and re-read by more 


than 2,800,000 families because “Some 


people can’t think of anything but home!” 


*This figure shows the chain's share of total food sales in those counties where it operates retail stores 
AGP sales figures for 1950 do not include Canadian and wagon route sales 


and specialty stores recorded a 
% increase in volume over 1949. 

3. Chains did 38% of the total 
food business in 1950, off one per- 
centage point from 1949. In pre- 
vious years, their share was 32% 
(1929); 37% (1933); 32% (1937), 
and 38% (1942). 

4. Retail food linage in all news- 
papers in 1950 represented a vol- 


ume of 56,422,378 lines, up 100.5% 
over the 1940 volume of 28,142,328 
lines. 

5. Sales of new lines of mer- 
chandise through food stores are 
steadily increasing in importance. 
For example, Simon & Schuster 
now sells 5,000,000 children's books 
through food stores each year. 

6. Food store departments, such 


as the dairy section, the baked 
goods department, the relatively 
new canned meat, fish and poul- 
try section, the baby food depart- 
ment and the health and beauty 
aid department are being given in- 
creased space, attention and pro- 
motion 


@ 7. “Self-service, mass displays, 
easily operated carts and plain 
pricing have practically eliminated 
the clerk, leaving advertising as 
the one remaining sales link be- 
tween the manufacturer and the 
customer,” This Week contends. 
While some of the presentation’s 
introductory data is based on such 
authorities as the Department of 
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Commerce, Progressive Grocer and 
Nielsen, much of the essential data 
and all of the figures relating to 
the 18 food chains were compiled 
by This Week Magazine. Field 
work and compilation of the data 
was supervised by Ray H. Haun, 
head of the sales development de- 
partment. 


Tintair Appoints Foster 

Esty Foster, formerly assistant 
dean and instructor at the Har- 
vard Graduate Schoo! of Business 
Administration, has been = ap- 
pointed vice-president in charge 
of manufacturing for Bymart Inc., 
New York, manufacturer of Tin- 
tair 


NOW- you can pinpoint your advortising i) 


ae ARMED FORCES ~ 


able income than ever 


sell them, tell 


-through 


ARMY and AIR FORCES BASE NEWSPAPERS. 


W. 8. BRADBURY CO 


122 EAST 42nd ST 


WY. MU 37595 


‘GET IN 


DONNELLEY 
COUPON 
ROUND-UP 


SOSH HEHEHE HEHEHE EHH HEHEHE HEHEHE HEE EE 


NOW ON THE NEXT: 


“Group Ride” your coupons with 
coupons for other, non-competitive 
products. Results are powerful: 


Homemakers receive enough coupons 
to get really excited. Record redemp- 
tions are further encouraged by /ull- 
page newspaper advertising and in- 
tensive detailing. And the cost to you 
is only a fraction of what you’d pay 
to do the job yourself! 


Reservations for the next Donnelley 
Coupon Round-Up—September 17 to 
October 15—are now being accepted 


for: 


Atlanta - Boston - Chicago - Cincinnati- 
Cleveland - Columbus - Dayton - Den- 
ver - Detroit - Indianapolis - Kansas 


ui 


vt 


“On a cost basis. . 
cessful promotion ever put behind 
Parkay Margarine.” 
Foops CoMPANY 


City - Los Angeles-Long Beach - New 
York - Philadelphia - Pittsburgh - St. 
Louis - San Francisco-Oakland- Toledo. 
Choose any number of these markets. 
But only one product in any classifi- 
AN cation can be accepted for a given 
market, so we urge you to— 


ACT NOW, before markets you 
ha want are picked off by your com- 
1) petition. Write, wire or telephone 
our nearest office. 


ROUND-UP IDEA 


IS RIDIN’ HIGH! 


. most suc- 


—Krarr 


“Amount of couponed 


,/ merchandise moved by our 


“Sales of 


stores was... 


(well-known cake mix) 
rocketed from one case to 20 the first week.” 
— PAULI's SuPER Foop Market, Chicago 


phenomenal.” 
— NATIONAL TEA Co. 


sky- 


“Our accounting department was deluged 


with these coupons.” 


Kets, Detroit 


—Bic Bear Mar- 


THE REUBEN H. DONNELLEY 


mf CORPORATION 
; (DIRECT MAIL DIVISION) 


| 908.5. 4m 8, 


407 €, 25% &. 727 Venice Bivd. 
Mew York 17, LY. Chicege 16, mi Los Angetes 15, Cail. 


a anal Sea? ~ Sey ee - 7 , Se. wee . aS + 20 & ee = Ae ee ae pee Oe he ee eee sone eres ts: Bate ot gle eae 
| = 
ee = oe 
‘ es 
Sheets 
byt 
, - la 
4 ii Shey 
af. 
; Pe: 
ea 
M2 
= 
. ei 
1, 
” 
: So 
| cians f 
|. .—l ae 
ome a: A heat 
a wv a Be © 
ae 
| te 
y Se 
. & 
; i i 
. ‘, s - as 
© .% ‘ ,, 
{ \ ey 7 a 
| i 1 Se 
ff re 
— 4 : — 
' a) im 
' es a, .' 
\ \ - Be :e. i 
~~ " b aw ~ 
. = ‘ > ae . AL 
» J De: el ~ 7 : ot + Me 
Po aa || Sig 
HERE’S COUPONING .. 
2 : : _ iy 
<3 ; os 
. ‘ : . he ) : : a 
y ) - 
| a . 24 } ‘ \ _ " 
ae . ees. 
Record Redemptions! : & 
“4 ) j a 
| a ‘i c ; d . 
| oe = , } , ' W 
a |) Soro . 
— av a ee ? ao = Ae A a. 
| . 7 oS Me ‘ ; at 4 % 
ey ey ats 4 
2 | 7 Po 6 Pe - Sis 
SSA oie aa 3 y a : 
- aay =e Ae 
S\ee | 4  ) on a ae 
f) Od os. * a Wes = : . we 
ae ie! vial 
: .  ¥ eae | a 
| .  ) oe ae 
. — a. aN 
| a | “Sas g 
\q Pd 4 a Fy 
: Re 
a . . . . By 
. . s 3 cs 
. ee 
° ° a. 
: Po a 
be 
. x 
. 2 ae 
° aa. 
. Po Po ~~ Ate 
* “ . 
Po : a * 
. , : 
——— hs 
ee & 
Ay 
_ a 
| ae: 
: Oregen 94000 Victory 2-3232 - | ae 
' " = 
‘a 
: rapt at 7 aia: ii 


eta) “ae = 


SS ae 


‘i BB Meter 


, ee 


” 


Ee ke 


Stakes Are High in Fight 
Over Rollbacks on Prices 
WasHINGToN, June 28—During 
the Senate debate on price control, 
administration forces have cent- 


ered their fire on the proposed 
amendment banning price roll- 
backs. Originally, this was sup- 


posed to prevent reductions in beef 
prices. But they claim it is so broad 
the whole price control program is 
endangered. 


By STANLEY E. COHEN, Washi 


Editor 


In the floor fight, Sen. Paul} 
Douglas (D., Ill.) said the ban on} 
rollbacks would wipe out the price 
program for most raw materials 
and manufactured products. Here 
the problem has been to restore 
something approximating normal 
competitive relationships. 

To accomplish this, rollbacks 
have been applied to those who 
hiked prices in pre-freeze days; 
roll-forwards go to those who held 


the line. 

Douglas warned that without 
rollbacks, competitive relationships 
can be restored only by raising the 
whole price level. He said he is 
ready to compromise on beef; but 
he must have a rollback amend- 
ment which leaves price control 
intact. 

The stakes are high: Rollbacks 
for manufactured items, including 
durables, are estimated to involve 
about $1.5 billion a year, roll-for- 
wards a half billion—a net gain 
for consumers of a billion dollars. 
OPS orders for building supplies 
are believed to involve a further 
billion dollar saving. 

. e e 

Members of the Federal Com- 
munications Commission traveled 
to Bridgeport, Conn., to study con- 


vertors which TV manufacturers 
are developing for ultra high fre- 
quency TV. 

Before they are finished, the 
commissioners may find UHF al- 
most as explosive as color. 

TV service experts attending 
Federal Trade Commission’s trade 
practice conference on set sales 
here last week said UHF may make 
set servicing a half billion dollar 
industry. 

UHF antenna installations are so 
sensitive, they said, that foliage is 
a serious handicap; and a damp 
lead-in may reduce reception 10%. 
As for indoor antennas—they are 
out of the question. 


o * 
The chairman of the Senate's in- 


terstate commerce committee— 
which handles radio and TV legis- 


MORE NATIONAL PUSH. In Washington, D. C. The Star 


carries more national 


food display lineage than any 


other local paper—a total of 1,747,889 lines in 1950. 


This national advertising is backed by 


The Washington Star 


Evening and Sunday Morning Editions 


THE 


EVENING STAR BROADCASTING COMPANY OWNS AND 


MORE LOCAL Putt. The Star also carries more retail food 
store advertising than any other Washington paper-—— 
a total of 1,536,047 lines in 1950. More where-to-buy-it 
advertising for Washington shoppers. 


No Matter How You Look at it... 
No. 1 in the Nation’s Capital 


Represented nationally by: O'Mara and Ormsbee, Inc., 420 


Lexington Ave... NYC 17; 


Tower, Chicago 11. Member 


The John E. Lutz Co., 


Bureau 


Tribune 
of Advertising, 


ANPA Metropolitan Group, Audit Bureau of Circulation. 


OPERATES STATIONS WMAL 


WMAL-FM 


AND WMAL-TV 
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lation—feels TV is too costly for 
educators. Sen. Edwin C. Johnson 
(D., Colo.) says there may be some 
heavily endowed universities cap- 
able of supporting non-commercial 
Stations, “but over a long run they 
will be few and far between.” 

He looks for a “wedding” of 
educational and commercial TV, 
perhaps through something like 
the Ford Foundation’s TV pro- 
gramming workshop. In any event, 
he says educators will fare best if 
they can get time on commercial 
stations. To this end, he suggests 
that FCC adopt a rule requiring 
Stations to provide “appropriate 
time for educational purposes.” 

o 7 a 

Commerce Secretary Charles 
Sawyer’s advertising advisory 
committee called in price stabiliza- 
tion officials last week to discuss 
allowances for sales costs in OPS 
orders on manufactured items. 
OPS contended there is no evi- 
dence that present price margins 
are inadequate. 

The committee did not take any 
formal action. 


- + . 

The Army and Air Force re- 
cruiting budget is reported marked 
for a deep slash when the military 
appropriations bill comes out of 
the House appropriations commit- 
tee. The budget figure is said to 
be $2,000,000, down more than 
50% from this year. 


i - e 

The Senate banking committee 
spanked the Office of Price Stab- 
ilization for keeping advertising 
book matches under price control 
after virtually all other kinds of 
printed advertising were decon- 
trolled on the ground that no in- 
flationary price increase would re- 
sult. 

“Your committee is unable to 
understand,” the report said, “why 
book matches were specifically ex- 
cluded by name from the regu- 
latory exemption of advertising 
matter printed on paper. It is com- 
mon knowledge that book matches 
are manufactured and distributed 
almost exclusively for advertising 
purposes. By no stretch of the 
imagination could book matches be 
held to have any effect on infla- 
tionary price rises. More often than 
not they are given away free of 
charge to the user.” 


. . . 

Just to remind you that the U.S. 
is still growing: On April 1, 1950, 
the census showed a total popula- 
tion of 151,132,000. The latest of- 
ficial census estimate is 153,900,000 
on May 1, 1951. 

The labor force is growing, too. 
Bureau of Labor Statistics says 
there were 46,100,000 engaged in 
non-agricultural employment dur- 
ing May, up nearly 2,800,000 
since the outbreak of the Korean 
campaign. The total increase in 
employed persons was even larger, 
for another 1,500,000 young men 
went into military service during 
the same period. 


Packard Gives Cars 
‘Tiffany’ Wrapping 

New Packard passenger cars 
prepared for factory delivery now 
are being given the “Tiffany jewel 
treatment,” which involves polish- 
ing and then coating the cars with 
a plastic wrap of vinyl material, 
completely covering them. 

Packard also is placing a ques- 
tionnaire in the glove compartment 
of all new cars to determine why 
purchasers selected a Packard. To 
date, the answers lean toward “pri- 
or satisfaction” and “style.” 


Detroit Sales Execs Elect 


James C. Doyle, central regional 
sales manager of Ford Motor Co., 
has been reelected president of the 
Detroit Sales Executives Club. 
Others reelected are: John D. Re- 
ber, Procter & Gamble Distribut- 
ing Co., and John S. Pringel of 
Brooke, Smith, French & Dorrance, 
vice-presidents; Gerald Skker, Ad- 
vertising Distributors of America, 
secretary, and John L. Barrie, Nel- 
son Associates, treasurer. 
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NEW SALESMAN—Ad Manager 

Pettit of Golden State Co., San Francisco, 

welcomes the dairy distributor's newest 

salesman, the little wizard with the magic 

wand, who will be featured in the com- 

pany’s latest ad theme, “The Land of Ohs 
ond Ahs.” 


Little Wizard Joins 
Golden State’s Ads 
for Dairy Products 


San Francisco, June 26—A lit- 
tle wizard with a magic wand has. 
been added to the sales staff of 
Golden State Co. here, California 
dairy food distributor, and he and | 
his habitat, “The Land of Ohs and 
Ahs,” will be featured in the com- | 
pany’s largest ad campaign to date. 

Golden State will use four-color 
ads in Sunday magazine sections, 
car cards, point of sale material 
and posters. The wizard will also 
be featured on radio and televi- 
sion. 

According to Clark Pettit, the 
company’s advertising manager, 
the first four months of the drive 
will concentrate on ice cream. 
Later ads will cover the distribu- 
tor’s other products. 

Guild, Bascom & Bonfigli here 
is the agency. 


Stevens, Ludgin, Cunningham. 
Duffy Head Four A‘s Groups 


Four members of the operations 
committee of the American Assn. 
of Advertising Agencies have been 
named to head activities aimed 
at increasing the effectiveness of 
advertising during 1951-52. They 
are: Henry M. Stevens of J. Wal- 
ter Thompson Co., New York, in 
charge of the area of personnel, 
including the annual Four A's 
exams for advertising; Earle Lud- 
gin, Earle Ludgin & Co., Chicago, 
in charge of research; John P. 
Cunningham of Cunningham & 
Walsh, New York, in charge of 
ethics, and Ben Duffy, Batten, 
Barton, Durstine & Osborn, New 
York, in charge of relations in- 
volving Four A’s participation in 
Advertising Council activities. ’ 

Members of the committee on 
the board of press relations are 
as follows: Lawrence L. Shen- 
field, Doherty, Clifford & Shen- 
field, New York, chairman; Gordon 
E. Hyde, Federal Advertising 
Agency, New York, and E. E. 
Sylvestre, Knox Reeves Adver- 
tising, Minneapolis. 


NBC Renews Filmcraft Pact 


National Broadcasting Co. has 
renewed its contract with Film- 
craft Productions for filming of 
the Groucho Marx program, “You 
Bet Your Life,” for the 1951-52 
season. The comedy quiz, spon- 
sored by DeSoto-Plymouth deal- 
ers, will be filmed in El Capitan 
theater, Hollywood. Batten, Bar- 
ton, Durstine & Osborn is the 
agency for the dealers. 


Hall House Appoints Casmir 
Hall House, New York, importer 
and distributor of Vista Alegre 
porcelain, has appointed Casmir 
Advertising Co. to handle its di- 
rect mail and consumer and trade 
publication advertising. 


OF LONG LIFE” 
FOR QUARTITY Buvens | 
THE ARTKRAFT” SIGN €0.) 
Arter 


Orrtesee | 
Y $00 Kibby St. Uma Dhier U LA. | 
NE tenn 


Clark | 


'Formfit Co. Buyers 
to Get New Brochure 
Describing Ad Plans 


Cuicaco, June 27—Formfit Co. 
is sending a brochure to corset 
buyers on all its accounts outlin- 
ing its fall advertising plans and 
describing an eight-point tested 
merchandising program designed 
to increase sales with a minimum 
of effort on the part of the buyer. 

The portfolio tells which maga- 
| zines and newspapers will be used 
each month, as part of a planned 
schedule for advertising on both 
the national and locai levels ini- 
tiated by Formfit four years ago. 
Called the “Five Star Plan,” this 
time-and-frequency ad _ schedule 
| is designed to allow stores to de- 
rive cumulative benefit from na- 
| tional ads from the standpoint of 
both cost and acceptability of the 
| product. 
fall 


@ Magazines on Formfit’s 


| schedule include American Girl, 
Charm, Compact, Coronet, Cosmo- 
politan, Glamour, Good House- 
keeping, Harper’s Bazaar, Holiday, 
Holland’s, Household, Ladies’ 
Home Journal, Life, Look, Mc- 
Call’s, New York Times Sunday 
Magazine, Photoplay, The Satur- 
day Evening Post, Seventeen and 
Vogue. Newspaper ads are sched- 
uled in 254 papers from coast to 
coast. 

MacFarland-Aveyard here is the 
agency. 


Wool Bureau Elects Boyd 

Douglas T. Boyd, chairman of 
the Australian Wool Board, has 
been elected chairman of the Wool 
Bureau’s board of directors, suc- 
ceeding Harry J. Devereaux. F. 
Eugene Ackerman, president of 
the bureau, and Reginald G. Lund, 
chairman of the executive com- 
mittee, were reelected at the 
board’s annual meeting. John H. 
Fulweiler was appointed director 
of merchandising. He is succeeded 
as director of information by Wil- 
liam W. Cook, formerly editorial 
director. 


L. A. Board of Education and Ad Clubs Set 
Ad Workshop for Local School Teachers 


Los ANGELES, June 27—Facts 
and figures concerning advertis- 
ing will be presented to Los An- 
geles teachers at an ad work- 
shop to be held here Aug. 20-31, 
under the sponsorship of the 
Board of Education, Hollywood 
Advertising Club, Advertising Club 
of Los Angeles and Los Angeles 
Advertising Women. 

The clinic is designed to present 
information about advertising to 
the city’s teachers, so that they, 
in turn, can present it to their pu- 
pils. It is also being established as 
a pilot model for other advertis- 
ing groups to follow in working 
with local school systems. 

Attending teachers will receive 
credits for the course. The pro- 
posed curriculum includes: Evalu- 
ation of advertising in our eco- 
nomic system; how advertising 
serves the consumer; how it sells 
ideas, services and products; the 


organization of the advertising in- 
dustry; the use of advertising 
tools; field trips to agencies, pub- 
lications, radio and TV stations, 
outdoor shops and retail] stores. 


Modern Hospital Names Ball 


Peter Ball, eastern representa- 
tive of Modern Hospital, Nation's 
Schools and College & University 
Business, published by Modern 
Hospital Publishing Co., Chicago, 
has been promoted to eastern ad- 
vertising manager. Robert W. 
Disque has rejoined the eastern of- 
fice replacing Mr. Ball. 


‘TV Forecast’ Buys ‘Times’ 


TV Forecast, Chicago, has pur- 
chased TV Times, and will take 
over circulation routes and sub- 
scriptions of the latter publication 
as soon as final details are worked 
out. TV Times will suspend pub- 
lication under the purchase agree- 
ment. The name of TV Forecast 
will not be changed. 


Marketing ‘strategists’ map of the world 


Are you putting world-wide 
experience to work in 
foreign markets? 


When you market your product 
away from home, will local custom 
make it acceptable or taboo? What 
about buying habits in Holland . . . 
pricing in Pakistan . . . packaging in 
Brazil? To fit international markets 
into your sales picture, on-the- 
ground knowledge is needed. 

‘ Because they have this knowledge 
plus world-wide experience, the 
staffs of the J. Walter Thompson 
Company in 29 offices throughout 
the world can answer such questions 
to our clients’ advantage, help them 


are citizens of this many-languaged 
country. As a result, our clients’ adver- 
tising speaks the language of the land, 
the idiom of the local market. 


And in addition, world-wide experi- 
ence is brought into operation. For all 


lization of ideas... 


If you're thinking of expanding mar- 
kets for your products, we'll be glad to 
talk it over with you. 


2 eT = 


Sized according to national income, 
here are the 17 strategic world markets 
open to the United States 


Principal J. Walter Thompson 
international offices: 


ARGENTINA — Buenos Aires 
AUSTRALIA Sydney and Melbourne 
Betcium Antwerp 
Braz Rio de Janeiro and 
. s Sao Paulo 
develop prohtable markets for their CAMaDa Montreal and Toronto 
prod ucts. ENGLAND London 
In each of our international offices, a Franct Pans 

great majority of the staff members— INp1A Bombay, Calcutta and 

178 out of 185 in India, for example— oe a 
Mexico Mexico City 


Soutu Arrica Cape Town, Durban, 
Johannesburg and 
Port Elizabeth 


International Division, New York 


offices of the J. Walter Thompson Com- U. S. offices in: 

pany, domestic and international, profit Cuicaco LAKELAND 

by a continuous exchange of facts, serv- Detrort Miami 

ices and people... a real cross-ferti- HoLtywoop San Francisco 


Los ANGELes SEATTLE 
Wasnincton, D. C. 


J. Water THompson Company 
420 Lexington Ave., New York 17,N. Y, 
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This department is a reader’s forum. Letters are welcome. 


Quick Look at Cowles 
Newsstand Sales Figures 

To the Editor: ADVERTISING AGE 
it clear that Bennett Cerf’s 
speech before the Chicago Tele- 
vision Council was “off-the-cuff.” 
And as a guy who has had to eat 
a lot of remarks that came right 


made 


out of the sleeve, I sympathize 
with Mr. Cerf. 
But I can't let him get away 


with such sweeping generalities. 
_When he said that for two 


months “magazine business has) 
been brutal” as far as newsstand 
sales go, he couldn't have been 
more wrong about a lot of maga- 
zines —including Look and Quick 
For the second quarter of 1951, 


Look will show an increase of 
more than 18,000 in newsstand 
|sales over the same period last 


year, even though the second quar- 
ter in 1950 was an exceptionally 
strong one. As for Quick—which 
won't be two years old until next 
month—circulation is currently 
running above the new guarantee 
of 1,100,000, and the guarantee 
doesn't go into effect until Octo- 
ber. Our 1951 newsstand sales on 
Quick are running well over 100,- 
000 copies per issue ahead of 1950. 

Quite a few of my friends at 
other magazines tell me that they 
will show increases in newsstand 
sales for the second quarter of 
this year too. 

No wonder you reported that 
“Mr. Cerf’s remarks were roundly 
challenged.” 

S. O. SHAPIRO, 

Vice-President & Assistant to 

the president, Cowles Maga- 

zines Inc., New York. 
e a . 


Mileage Story Needs No 
Padding, Adman Says 

To the Editor: Amen to The 
Creative Man’s article in the May 


J | 28 issue. 


Venes sto: ie a 
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Owners and operators of Radio Station WHAS and Television Station WHAS-TV 


364,123 DAILY 


293,426 SUNDAY 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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I spent eight years with the 
Standard Oil Co. (Indiana) telling 
people how to get more mileage 
out of their gasoline. So, when 
careful driving failed to get more 
than 19 miles to the gallon on my 
Studebaker Commander, I cut an 
advertisement from a magazine 
and sent it to the president of the 
Studebaker Corp. and asked him 
to either show me how to get the 
claimed 28 miles on it or discon- 
tinue advertising such mileage. 

The answer admitted that they 
indulged in all sorts of trick driv- 
ing to get these results. A factory 
service man came down, checked 
the driving of the car, claimed he 
got 23 miles at 50 miles per hour 
(apparently by the same trick 
driving) and increased the mile- 
age to 20.4. 

The lind of advertising which 
you describe should be stopped. It 
need not be used. A story of how 
Joe Doakes got 24 miles driving 
2,000 miles a month in Ohio would 
be just as effective, and far more 
convincing. If the various com- 
panies wish to capitalize on some- 
thing like this, they should explain 
the conditions under which the 
competition is held. 

E. J. PRESSER, 

E. J. Presser & Co., Advertis- 

ing, Charlotte, N. C. 

o e + 


Radio's Far from Dead, 
Illinois Station Reports 

To the Editor: The attached ad 
ran in the Davenport Daily Times 
and the Moline Daily Dispatch 
yesterday and has provoked a 


TV 


s1plaPps 


, Ls ¢ 
(ares) 


considerable amount of local com- 
ment. 

We are pleased to announce that 
here (in a_ television market) | 
WQUA has just completed the)! 
biggest month in its history. | 

Radio is a long way from dead! 

Joun GRANDY, 

Commercial Manager, Station 

WQUA, Moline, Ill. 


e 
| Opinion Molders’ Apathy 


| 
| Puts Adman in High Dudgeon 
| To the Editor: May I take just a 
few moments to be undiplomatic? 
I know that the right thing to do 
is to praise advertising, and adver- 
tising men, and explain why they 
could do anything better, even to 
running the government, Frankly, 
my stomach is just a bit upset by 
the apathy of advertising men. 
Here’s the reason: 

Several months ago we devel- 
oped a plan to make it easy for 
the public to keep in touch with 
their senators and representatives 
by mail. We printed penny post 
cards, already addressed, with a 
space on the message side to en- 
courage expression for, or against, 
any subject. The idea is political, 
but nonpartisan. The idea was suc- 
cessful. So many cards were 
mailed to Washington that our 
local representative wrote and 
| asked if, on the next cards printed, 
we would provide a space for the 


wou 


sender to check whether or not a 
reply was requested. He said the 
burden on his staff had become 
very heavy due to the increased 
volume of his mail. The local 
League of Women Voters got be- 
hind the idea, and repeatedly sold 
batches of the cards at their meet- 
ings. I explained the idea at a 
meeting of the Advertising Club, 
and several members took cards. 
The idea was written up in all of 
the advertising trade journals, and 
in several other magazines. But 
what happened? 

Although the idea is necessarily 
local in character, only one person 
in the advertising business showed 
any interest in sponsoring the idea. 
A greater interest was shown by 
other industries, even to a theater 
operator in Lenoir, N. C. It seems 
to me, that if we are the people 
who are trained to mold opinion, 
we should not overlook a device 
that is proving itself to be effective 
for that purpose. Or, are we only 
interested in shaping the opinion 
of the public with relation to our 
own petty problems? 

Advertising is effective. It is not 
that our vehicle is no good. As 
long as we kept plugging the post! 
card idea on “America’s Town 


| Meeting of the Air,” the public 


kept buying and using penny post) 
cards. When we stopped promoting | 
the idea, interest fell off imme- 
diately. 

But we are only one little com- 
pany, with one little advertising 
budget. What we need is support 
from many people. If an advertis-, 
ing agency or an advertiser in| 
every community would get be-| 
hind this idea, and get the pub-| 
lic to express its opinion to its 
duly elected representatives, we| 
could get the newspapers to pub- 
lish daily box scores to show how 
well they reflected our opinions | 


| 


in their daily actions. With the 
whole country doing the same} 
thing, interest at a local level} 


would be greater, and every sena- | 
tor and congressman would find 
himself working in a fishbowl, 
accountable to the little man on 
the street, as well as to the pres- 
sure groups who speak so loudly} 
because of their organized efforts 
If advertising men had the guts 
to take a few minutes of their time | 
to help promote this idea, we could | 
again have a government “of the 
people, by the people, and for the 
people.” What's wrong with this) 
idea? Will someone please explain | 
advertising’s apathy, so 1 can climb 
down from this high dudgeon? 
W. D. Mo tror, 
Director of Agency Opera- 
tions, The Jaqua Co., Grand 
Rapids, Mich. 


Hostility Rears Up When 


Advertisers Talk Down 


To the Editor: I liked your ar- 


| ticle on “Good Taste in Advertis- 


ing” very much, My only regret is 
that it did not go far enough. 

My pet peeve in nasty advertis- 
ing is the beastly advertising of 


| Lifebuoy soap. I used to use this 


soap, but when, some years ago, 
they started to advertise that it 
was for the use of people who had 
“B.O.” (or in plain English, for 
people who stank), I forbade the 
use of it in my house, as I do not 
stink and do not wish to be classed 
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with people who do. (There must 
be a good many millions of them, 
judging by its sales.) 

Some day you might also turn 
your attention to Good Sense in 
Advertising. Is it really true that 
readers of the Harvard Business 
Review are such morons that their 
attention can only be drawn by 
such advertisements as those on 
Pages 2, 4, 7, 8, 12, 148 and 150? 

I can understand the usefulness 
of such advertising in SatEvePost 
or Life, but when advertisers in 
such publications as Harvard Busi- 
ness Review or Engineering News- 
Record (which I also take), which 
are supposed to be read by edu- 
cated and serious minded men, 
think it necessary to talk down to 
their readers in such childish fash- 
ion, I feel irritated and hostile to 
the products or services that they 
offer. 

Les.iz H. ALLEN, 

Quantity Surveyor, Newton 

Highlands, Mass. 

2 . o 


Die-Cut Redwoods Help 
Spread Fall Color Story 

To the Editor: We think that 

one phase in particular of Vogue 
Shoe Inc.’s fall color promotion 
has some news value and would be 
of interest to the readers of Ap- 
VERTISING AGE. 
* The fall color promotion centers 
around four national insertions, 
two of which are of primary in- 
terest now. The first insertion will 
be in the August issue of Seven- 
teen—two colors—featuring the 
big fall color, California Redwood. 
A sister ad featuring other styles 
also heralding Redwood will ap- 
pear in the September issue of 
Glamour. 

Beginning today, and continuing 
through the summer and early fall, 
replicas of California Redwood 
trees, die cut from the exact 
leather (Domoc by Donovan), will 
be affixed to all Vogue Shoe Inc 


california 
REDWOOD 
the color 
call 

for 

fall 


correspondence, invoices and other 
pieces of outgoing mail (per af- 
fixed “tree” on this letterhead). 
The other two national inser- 
tions will be full page, four-color 
ads in the August Mademoiselle, 
featuring the Guardsmen line, and 
in September Seventeen, featuring 
Cute collars and cuffs. 
RALPH CARSON, 
Murray, Dymock, Carson Inc., 
Los Angeles. 
* * 


Test Comes First 

To the Editor: In your May 21 
issue, I wonder if your editors 
knew what they were saying in 
the editorial, “It Takes Time for 
Themes to Catch On.” 

You proved your point, of 
course, but at what a price! For an 
advertising magazine to be intro- 
duced without advertising and 
publicity sounds almost like sac- 
rilege to me. You aren’t advocating 
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that type of introduction, are you? 
I'm sure the brothers Cowles 
would disagree. 

No serious harm done. I got 
the point and didn’t think for a 
minute you were trying to put us 
all out of business. It’s nice to 
catch the editor off balance for a 
change. 

C. ALLEN GENTRY, 

Public Relations Department, 

Illinois Central Railroad, Chi- 

cago. 

Mr. Gentry is of course right, 
and that is one reason we brought 
the matter up. AA's introduction to 
the world was most un-advertis- 
ing-like. We believe in advertising, 
tor ourselves as well as our read- 
ers, and use it; but we don't be- 
lieve in advertising until we know 
we've got a saleable product, with 
all the bugs removed. Sort of like 
making a quiet consumer prefer- 
ence test before shouting from the 
housetops, Mr. Gentry. 


Makeup Man Has Fun 

To the Editor: Barbara Hutton 
no longer loves her prince but, ac- 
cording to the attached article and 
the connecting ad in this morn- 


IED MAKING UP. 
SAYS BARBARA 


with Prince Igor Trowbetzkoy 


The dime store heiress said she 
had nor ° 
« 
passeng Lisembathed S 
walked dow este o 
ramp 


agly 
“Tm x0 dinzy a 
ing to faint,” she said, leaning 
oa 3 reporter's arm 


BABS LOVES NEW KIX 


She save (he new breakfast cereal 


ie #0 crisp, yet 0 tender... with 
wonderful keen corn fle og 
vor And it's 43° energy 

food New KIX ws fan toeet 


ing’s Los Angeles Examiner, “Babs 
Loves New Kix.” 
I think some makeup man had 
a little fun with this one. 
Jack ForseEs, 
Los Angeles Manager, Kelly- 
Smith Co., Los Angeles. 


Lost and Found 
To the Editor: Please let me} 
congratulate you on your very 


helpful marketing edition of May 
14, 1951. It is the one edition 1} 
want to keep for future reference. 

However, somehow my copy has 
been misplaced and I wonder if, 
it will be possible for you to send 
me another. It will certainly be 
appreciated. 

H. J. Mappox, 
Sales Manager, Princess Pe- 
cans Inc., Camilla, Ga. 


Council Recommends Study | 
of AA's Fair Trade Roundup 

To the Editor: We don’t know} 
who had charge of the roundup 
article ADVERTISING AGE had on 
fair trade in the May 28 issue,| 
but we do know that it is a mag- 
nificent, complete and objective, 
reporting job covering every im-| 
portant phase of the problem. 

Without warning the Schweg- 
mann decision broke. At top speed 
you seem to have probed every 
facet of the problem. | 

As a matter of fact, when some | 
manufacturers, retailers and others | 
called us, we recommended to 
them that they read through and 
study the roundup article you had 
on the fair trade decision. 

For years we have had a high 


oiled 


regard for the excellent job Ap- 
VERTISING AGE was doing, but not 
until your issue of May 28 did we 
know how fast and accurately you 
moved in getting the whole story. 
FRANK MASTERSON, 
Assistant to the President, 
American Fair Trade Council, 
New York. 


Dealer Publications to Use 
‘Green River’ Editorial 

To the Editor: It was indeed 
gratifying to read your very fair 
and unbiased editorial on the re- 
cent Supreme Court decision with 
reference to the constitutionality 
of the so-called “Green River Or- 
dinance.” It is good to know that 
we who are in the business of di- 
rect selling have good friends who 
recognize the importance and the 
legitimacy of its function as a 
means of distribution of consumer 
goods. 

We feel that your editorial would 
be of considerable value in reas- 
suring our 15,000 or so Watkins 


dealers as to the future of their 
business and calming their natural 
fears caused by the recent pub- 
licity given to the matter of the 
Green River ordinance. We would, 
therefore, appreciate your permis- 
sion to reprint, in our dealer pub- 
lications, the “Roll of Honor” and 
“The Co-operator,” all or selected 
portions of your editorial which 
appeared in the June 18 issue of 
ADVERTISING AGE... 
M. E. Bickrorp, 
Editor of Publications, The J. 
R. Watkins Co., Winona, Minn. 


Serious Minded Approval 

To the Editor: Your editorial in 
the May 14 issue of ADVERTISING 
AGE entitled “Is the Senator Tak- 
ing Over Advertising?” is extreme- 
ly well thought through and well 
written. I am sure it will be re- 
ceived with approbation by all 
serious minded advertising men 
who read it. 

GaTEs FERGUSON, 
Director of Advertising, The 
Celotex Corp., Chicago. 


39 


MORE VIEWERS PER MINUTE 
THAN ANY OTHER MEDIUM 


UP TO 40 LETTERS—EASILY SEEN——NEON TUBES 
SELLS YOUR TRADE NAME IMMEDIATELY 
RATES ON REQUEST—FULLY COMMISSIONABLE 


EFFERSON SALES CORP. 


INTERNATIONAL TERMINAL 
WASHINGTON NATIONAL AIRPORT—EX 2168 
WASHINGTON, D. C. 


There is a Champion brand of coated 


paper particularly suited to every kind 


of quality printing. And in every major 


American city there is a printer or a paper 


merc hant who can show you samples of 


these superior papers by Champion. 
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THE CHAMPION PAPER AND FIBRE COMPANY 
HAMILTON, OHIO 
District Sales Offiwes in New York, Chicago, Philadelphia, 


Detroit, St. Louis, Cincinnati, Atlanta, Dallas and San 
Francisco. Distrilutors in every major city. 
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Red Comet Has Put Out Fires for 20 Years 


Litt.etTon, CoLo., June 27—Red 
Comet Inc., the nation’s largest 
‘manufacturer of automatic chem- 
ical-type fire extinguishers, is 
celebrating its 20th anniversary 
this year by conducting a nation- 


wide sales contest for its 3,000 
salesmen. 
The contest, scheduled to run 


through Aug. 31, offers four all- 
expense trips to New York, Wash- 
ington, New Orleans and Holly- 
wood, plus several cash prizes to 
top salesmen and dealers. 

To tie in with the contest, Red 
Comet ran a one-column b&w ad 
in The Saturday Evening Post on 
June 16. During the past year the 


20 Sec.10 1 Minute 
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company ran two one-column b&w 
ads in the Post and a two-color, 
one-column ad in Collier’s. 

Red Comet salesmen carry a 
rather unique sales kit. It con- 
tains samples of the extinguishers, 
plus equipment with which the 
salesman can start a fire and put 
it out immediately by means of a 
smothering fog which extinguishes 
the flames. 


Roy Rogers Fights TV Use 
of His Old Republic Films 
Charging use of his films under 
sponsorship would involve “the 
name and likeness of Roy Rogers 
and his horse Trigger” in adver- 
tising, Roy Rogers asked an in- 
junction restraining Republic Pic- 
tures from selling or licensing his 
old films for TV 
He is also 
damages from 


seeking $100,000 
Republic and _ its 
sales subsidiary, Hollywood Tele- 
vision Service, contending their 
announcement of intention to sell 
these films caused cancelation of 
his radio program. 
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Gimbel Revamps Its Promotion 


Gimbel Bros., Philadelphia de- 
partment store, has rearranged its 
publicity, advertising and sales 
promotion division. Pearl C. 
Perelsrus, assistant advertising 
manager, will coordinate promo- 
tional activities of the home goods 
divisions; Heather Huntingdon, in 
addition to being sales promotion 
manager of the quality group, will 
handle promotion for millinery, 
shoes, ready to wear and inex- 
pensive dresses; Florence Brooks, 
editor of the store’s house organ, 
will coordinate 


promotional ac- 
tivities for the special service 
group in the store, and Irving 


Wilsker, advertising manager, will 
direct promotion for the men’s 
wear division. 


Lyall Joins Cal. Transit 

L. H. Lyall, formerly with Gen- 
eral Foods Sales Corp., has joined 
the sales staff of California Tran- 
sit Advertising, Los Angeles. 


Herbert B. Shor Appointed 
Herbert B. Shor Inc. has been 

appointed agency for Hollywood 

Maid Brassiere Co., Philadelphia. 


Dad‘s Root Beer Co. 
Sells Its Chicago 
Bottling Facilities 


Cuicaco, June 27—Dad’s Root 
Beer Co. has sold its entire Chi- 
cago bottling and retail sales di- 
vision to Irving Gertler and San- 
ford Keeshin. The local operation 
hereafter will be known as Dad's 
Bottling Co. of Chicago. 

The move will permit the par- 
ent company to concentrate its 
effort on market expansion and 
on its franchising program. 

Dad's root beer first was mar- 
keted in 1939. Within a year, 
Dad's Root Beer Co. had inaugu- 
rated a national franchise divi- 
sion, and within two years, al- 
most 100 franchises had been 
opened. 

Although the war temporarily 
prevented further expansion, the 
company today sells Dad's root 
beer in 217 markets. 

e Two Dad's Root 


years ago, 


Calendars 


Whatever your need — floor stand displays or 24-sheet posters, 


basket merchandisers or textbooks, calendars or labels, booklets, 
window posters, displays — you can depend on Forbes to do the 
job right. No other source of printed merchandising offers such 
assurance of matching printing processes to your requirements. 
Only Forbes gives you the benefits of lithography, letterpress, 
rotogravure and die-stamping — all under one roof and one- 


management control. You also get the benefit of Forbes’ long 


FORBES LITHOGRAPH CO. 


NEw YORK + CLEVELAND + BOSTON © cHicaco> rocwester 


experience and continuing studies of 
printed merchandising effectiveness. 

To deliver merchandising impact, ask 
the Man from Forbes for the Facts from 


Forbes. 
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TWE DELAWARE STEEPLECHASE & RACE ASSOCIATION 


BARD EXPLAINS—Philadelphia newspa- 
pers carried this ad, quoting Shakespeare, 
on their sports poges to explain daily 
double betting delays at Delaware Park 
Race Track. Richard A. Foley Advertising 
Agency prepared it for the Delaware 
Steeplechase & Race Assn. 


Beer Co. instituted a fountain fla- 
vor division, and company offi- 
cials believe that sales in this di- 
vision soon will approach the bot- 
tling division total. 

International franchises also 
are being negotiated in Canada, 
Mexico, South America, Japan, 
Spain and the Philippine Islands. 

The parent company will retain 
its present location at 2800 N. 
Talman Ave., and the new Dad's 
Bottling Co. of Chicago will be 
located at 3030 W. Fillmore St. 

Malcolm-Howard Advertising 
Agency handles the Dad's ac- 
count. 


Bryant College Opens New 
Bureau of Business Research 

Bryant College of Business Ad- 
ministration, Providence, R. L., 
has created a Bureau of Business 
Research to assist small Rhode 
Island industrial and retail con- 
cerns in solving problems of mar- 
ket research and analysis, per- 
sonnel and plant management, etc. 

The bureau “welcomes requests 
from...any business organization 
which finds itself with a question 
of policy or practice.” 


Apple Valley Inn Uses Radio 

Apple Valley Inn, California re- 
sort, has signed with Columbia 
Pacific Network to sponsor the 
broadcast of the Gold Cup Handi- 
cap at Hollywood Park, July 14. 
Swafford & Co., Los Angeles, is 
the agency. 


Who buys the weet 
(— 

REFRIGERATORS? 
= 


Among the readers of all the multi- 
million-circulation newsstand-sold 


magazines reported by Starch * 


American Home 
Magazine 
again ranks £57 


with the highest percentage of 
reader-families making purchases 


in this important category 


*f2nd Starch Consumer Magazine Report 
Jan.-Dee. 1950 


Imerican Heme is read and re-read by more 


than 2,800,000 families . because “Some 


people can't think of anything but home!” 
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Feature Section 


The Creative Man Turns Headhunter 


Salesense in Advertising 


TV Has It for Demonstrations 
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Deluxe Service-Not Just Service- Builds 


Mail Order Success 


By S. R. Bernstein 

His father thought a lad ought to go 
into business for himself, instead of work- 
ing for someone else. So when Whitt N. 
Schultz came out of the Army, he went 
into door-to-door selling. On a trip to 
New York, he saw a 
brass gadget for 
dispensing stamps, 
thought it had some 
sales possibilities, and 
made a deal to repre- 
sent the manufacturer 
in the Chicago area 

Then he went around 
trying to sell it to de- 
partment stores, gift 
shops, and the like. He 
sold some, but he didn’t set the world on 
fire. 

A little discouraged, he checked with 
his father (now dead), who was vice- 
president of Atlas Box Makers. Should 
he take a chance on trying to sell the 
stamp dispenser by mail? 


Whitt Schultz 


@ His father thought it might work, and 
young Whitt was in the mail order busi- 
ness, with a capital of $1,200 saved from 
his Army pay as a sergeant on “Stars 
and Stripes.” Now, less than four years 
later, Whitt, just turned 30, is the head of 
Northmore’s, mail order house of High- 
land Park, Ill., which did a business of 
over $100,000 last year and hopes to hit 
somewhere near $150,000 this year, and 
he’s one of the most talked-about young- 
sters in the mail order business. 

The business started with a 2%” ad 
in the Christmas mail order gift and 
housewares Sunday section of the New 
York Herald Tribune. The ad cost $80, 
and back came more than 900 orders, at 
$3.50 each. By the end of that year he had 
sold more than $5,000 worth of merchan- 
dise, and was ready to roll in earnest. 

In 1948, his sales ran up to $55,000, and 
in 1949 they hit $68,000. Last year they 
ran over $100,000, and this year Whitt 
thinks they should hit $150,000—if he can 
get the brass to make his most important 
items—the original stamp dispenser and 
a companion Scotch tape dispenser which 
sells at $3.95 


@ Today, Schultz has a list of 48,500 
people who have bought from him by 
mail, and about 30,000 additional names 
of people who have asked for his cata- 
log, as well as some 3,000 dealers to 
whom he wholesales his line, usually at 
a 40% discount from the retail price 
He spends a remarkably small amount 
for advertising—about 10% to 12% of 
his gross, and it is split fairly evenly be- 
tween publication space (which is heavily 
bunched in the fourth quarter, when he 
does more than 75% of his total annual 
volume), and direct mail. Everyone on 
his list gets a modest catalog, usually 
mailed in October, describing nearly 100 
items that he sells, and this year they 
will get four small flyers—one right after 


Christmas (“because usually people get 
Christmas bonuses and have a little mon- 
ey left after they pay their bills”), one 
in the spring, one in the summer, and 
one early in the fall, as a sort of ground- 
breaker for the bigger, more complete 
catalog. 


es He gets somewhere between an 8% 
and a 20% return on his mailings, he 
says, with the fall mailings always do- 
ing best, and if he lists 100 different items 
in his catalog, he expects the average 
order to call for about five items and 
to run somewhere between $8 and $15 
in total sales. On his last flyer, his av- 
erage order was $4.47. 

His space advertising schedule this 
year, to be concentrated during the gift 
season, will probably include House & 
Garden, House Beautiful, Better Homes & 
Gardens, American Home, Living for 
Young Homemakers, Woman’s Home 
Companion, Redbook, Today’s Woman, 
and the magazine sections of the New 
York Herald Tribune and Times, with 
perhaps the Ios Angeles Times, Des 
Moines Register and the Chicago Tribune 
added if he has no supply problems with 
his major iters. 

Most of his magazine advertising will 
be twelfth-pages in shopping guide sec- 
tions, and if he can use more space he'll 
probably buy more ads, rather than in- 
crease the size of any individual ad. “I 
like to use aS many as eight or nine dif- 
ferent ads in a single issue,” he says, 
“so that if the reader misses one, we 
might catch her on another.” Industrial 
Advertising Agency, Chicago, where his 
old friend Bob Stump is account execu- 
tive, places his business. 


@ Whitt is Northmore’s, but he says his 
father was invaluable in giving him ideas 
and encouragement, and in solving some 
ticklish packaging problems, and _ his 
mother and his wife Pat are trusted au- 
thorities on the products he should in- 
troduce tor sale. Usually, he tests a new 
product by putting it into a flyer before 
he gives it a really substantial whirl. 

The stamp dispenser and many other 
items he buys from manufacturers. Oth- 
ers, including a can opener for opening 
vacuum cans, which retails for 50¢ and 
which is his largest item in units, al- 
though not in dollar volume, he has man- 
ufactured to his own specifications. 

The thing that makes Whitt Schultz 
different from the conventional picture 
of the successful mail order advertiser is 
his almost religious approach to the 
business. Whitt is convinced that the 
mail order business is Terrific, with a 
capital T, and his pleasant net of around 
20% on his gross volume no doubt has 
much to do with this opinion. But that’s 
only part of it. What is giving young 
Whitt such a big bang out of the mail 
order business is that he is convinced 
that he has discovered the formula which 
makes it tick—and the formula is right 


up the alley of his own personal convic- 
tions. 


@ Not long ago he expounded his busi- 
ness philosophy to the Hundred Million 
Club, the organization of big brass of 
mail selling in New York. The philosophy 
sounds corny and is corny. The only thing 
that saves it is that Whitt actually be- 
lieves it. 

“Service,” he said, “is vitally important 
to successful mail order selling. I don't 
mean just standard service. I mean 
deluxe service. I mean turn-the-other- 
cheek service—making your customer be- 
lieve that he is unquestionably right at 
all times... 

“Truly, I believe it’s a philosophy. We 
call it our yes-to-life philosophy. ..God 
is our mail order partner, and we try to 
sell by the Golden Rule.” 

He has nine rules: 


se “1. A customer treated well remembers, 
and buys again, and again. And you 
know how important repeat business is. 

“2. A Northmore’s customer is always 
and unquestionably right. 

“3. We will sell only products that will 
help our customers make their homes 
finer and their lives more pleasant. 

“4. We will always treat our customers 
as we wish to be treated—favorably and 
with respect. 

“5. All orders will be filled and shipped 
the day received. If this isn’t possible, 
we'll inform our customers by return 
mail (and we will always acknowledge 
all ordems the day received). 


a “6. We will constantly strive for ac- 
curacy. We'll remember a person’s name 
is most important to him, and we'll treat 
his name with extreme care. We insist 


Employe Communications... 


that our staff spell our customers’ names 
correctly always. , 

“7. Should our customer receive a 
damaged or defective product, he'll be 
sent a new and perfect replacement by 
special delivery the day his complaint 
reaches our headquarters. 

“8 If a customer is not delighted with 
his purchase in every way, his money 
will be instantly and cheerfully refunded 
by return airmail, special delivery. No 
questions asked. Just a friendly note or 
letter sent with the refund check. 

“9. We believe—and we will continue 
to believe—that every mail shopper is 
unquestionably honest until proved other- 
wise.” 


s And just to prove that the system 
works with employes as well as 
tomers, the Northmore's headquarters 
attractively converted servants’ quartegp) 
is run on the honor system, with every- 
one’s word taken for the number of hours 
he’s put in during the week. “And eath 
time a staff member is paid, a compli- 
ment is typed on his check, praising ro 
for a specific job he did well during 
week.” ; 
Whitt Schultz loves the mail order busi- 
ness so much he thinks practically every- 
one else ought to get into it, so he rus 
a kind of mail consulting service on @n 
informal basis, and not long ago turned 
out a book expounding his philosophy aiid 
giving all the tips he could on how to 
make more money by mail. The bosk 
(reviewed in Apvertistnc Act July Y 
1950) was published as Whitt’s te 
mony of faith to his beloved business. It 
has proved a good one, too—he makeg a 
very satisfactory profit on each one of 
the several thousand he has sold at §1 
each. : 


Plant Reporters Have Ears to the Ground 


By Rosert Newcoms and Marc SAMMONS 


In view of this department’s spiritual 
affiaity for the downtrodden, its authors 
like to turn from time to time to the 
progress of the plant reporter. It has been 
vigorously maintained here for some time 
that, if you want to know what's going 
on in your plant, you could do a lot worse 
than check with the departmental scrive- 
ners for your employe paper. As the evi- 
dence mounts that management is be- 
ginning to think more and more highly 
of these departmentalists, we like to re- 
port it. Here are what some of the truly 
enterprising organizations have been do- 
ing lately: 

International Minerals & Chemical 
Corp., at 20 N. Wacker Dr., Chicago, 
launched a series of annual meetings with 
plant publication editors. (These edit 
their own local publications, rather than 
serve as plant reporters for an over-all 
company periodical, but the principle of 
local reporting remains the same.) For a 
full day, the editors heard company policy 
(completely printed, not tossed off only 
verbally); they were given a concen- 


trated dosage in layout, photography, 
printing and engraving from company 
suppliers; they heard encouraging com- 
ments on their work from officials; and 
they had ample opportunity to ask ques- 
tions. (If you want to see company policy 
spelled out, write for the “Internal Com- 
munications” policy to E. S. Nelson, pub- 
lications supervisor at International.) 


@ Editor Ted O'Meara of Chesapeake & 
Ohio's magazine “Tracks” brought his en- 
tire reportorial staff to the Greenbrier, 
White Sulphur Springs, W. Va., for a 
two-day conference. The affair was 
kicked off by T. J. Deegan Jr., vice- 
president in charge of C&O’s public re- 
lations, who told them that departmental 
reporting was important and appreciated, 
and then told them why. Through such 
regular meetings, Editor O’Meara keeps 
his brilliant, pocket-size publication 
glowing. (If you think industrial jour- 
nalism is drab, build yourself a new per- 
spective by getting on O’Meara’s mailing 
list for “Tracks.” He is in the Terminal 


aR eee ‘S) fan See ee °° Bete) ie ee : ae re — ho) ae i : SO ti oe ele ger eS lk Pe ht 
Pee ee Ee ii a: Ses > Se 7 . ae ; ; “i ae See ft ag nine : ee + east 
4 } lat ~_ 
a eae 
oe 
( ie re 
me he 
Hi, 
we 
ee a 
Pe af 
7 
. % J 
m | 
2 
ae 
a ae 
ray 
ee oe 
; “ie 
tes 
. en 
ao 
Pia, 
eae 
Were 
a 
ae 
‘Seiten 
a 
ee po fr 
BEN 
; PS 2 
EES i 
Ot 
Bie 
' > 
‘ oe 
| se 
‘ ear 
Tihs 
: stay e 
he 
j b bee 
2 ae 
> ae 
x ot 
eas 
| oy 
| ms 
| 4 a 
Be” 
ee 
\ a s 
~S 
pes 
es 
ia 
' ae 
- =p: 
ey 
4 
ae 
tJ 
aS 
~ < 
i, 
ol a 
. -_ 
, ra oF 
a: 
- 
t aed 
a 
“heed 
ej 
ae re og 
? a, 
is 2 
ae 
2 4 a, 
Der 3% 
Pet 
J ay 
Ne a 
tee 
weed 
mee 
‘ es 
/ eee ee. 
{ uit 3 
| a 
or 
oie, 
a, 
ees 
Be 
a 
EF wd 
ee 7 
Bs 
ay 
eet 
at. 
andl es 
ae 
Pe: 
‘eaten 
3 ioe, = 
* 
GN 
re le 
meet 
a 
a 
St ae 
ae 
ss fw? 
_ ee 
= 7 : a im, re 
= — —a : eter 


4 


See 


42 


Tower, Cleveland 1, O.) 

At Armour & Co., Union Stock Yards, 
Chicago 9, the public relations depart- 
ment people in charge of “The Armour 
Magazine” realize that its reporters have 
not had journalism training or newspa- 
per experience. Out of this realization 
has come a meaty and highly important 
manual of policy information and work- 
ing instructions, called “What Every Ar- 
mour Editor Should Know.” It tells re- 
porters ‘or correspondents, whichever 
you prefer) what they ought to know 
about their jobs, about news generally, 
writing, headiines, pictures, and makeup. 
It's loaded with examples, in the knowl- 
edge that nobody is around when the 
reporter is reading the manual to draw 


Salesense In Advertising... 


him pictures, so they must be drawn and 
included in the manual first. If you want 
to see a copy of the manual, write to E 
G. Gold at public relations at Armour; 
there are a few copies left. 

Each of these activities illustrates the 
new effort being made by management 
to do the job of communication locally, 
and to make the communications func- 
tion not only pleasant but clear to those 
who perform it. 

You would have seen no such activity 
in the field of communications ten years 
ago, save in two or three pioneering com- 
panies. Now you see it in scores, and 
soon it may be in hundreds. The plant 
reporters are the people with the ear to 
the ground, and to what they have to say, 
management could listen attentively. 


‘Come Right Out and Say What You Mean’ 


By JAMEs D. Woo.r 


James D. Woolf, one 
of advertising’s great- 
est copywriters, and 
vice-president 
Walter Thomp- 
is writing this 


former 
os J 
my Co 
peekly series of copy- 
ighted discussions on 
test -d ideas and basic 
advertising principles. 
WA readers will find 
ustruction and enter- 
inment in Mr. Woolf’s cogent discussions 


nd sidelights on advertising successes. 


Jim Woolf 


» As an extra-curricular activity, my 
Peoxas friend. Dick Brown, publisher of 
outhwestern Advertising & Marketing, 
iits a smart little house organ, “CAPS 
d lower case,” for Jaggars-Chiles-Stoval 
1¢., Dallas. I rarely fail to find food for 
ought in Dick’s observations on the 
Bassing advertising scene. I like this one, 
r example, which appeared in the April 
fsue 
| “There is an advertising lesson in Mrs. 
McKnight's water sprinkling system. 
GAPS learned from casual conversation 
fhat the system is set to come on for 20 
Minutes each Tuesday, Thursday and Sat- 
urday at 4:30 p.m. According to Mrs 
McKnight, this goes on indefinitely. That, 
we didn’t know. It came as a well-what- 
do-you-know-about-that discovery Yet, 
come to think of it, the company had been 
using the words ‘Automatic Sprinkler 
System’ for years. It has been a sign on 
every installation. That is what the auto- 
matic part means.” 
Continues Dick 
who think that by 
automatic or some coined word, they get 
the story over to the likes of CAPS had 
better think again. It takes spelling things 
just coming 


“Advertising people 
using a word like 


out in plain, simple language 
right out and saying it-to penetrate the 


minds of many of us.’ 


Too Much for Granted 

I think it is quite likely that we admen 
credit the average consumer with more 
technical knowledge about most things 
than he actually possesses, don't you? 
Once, working on a beer campaign, I 
wondered if beer drinkers understood the 
terms lager and pilsner. A survey among 
a thousand of them proved that they 
didn’t. Yet there are several brewers who 
make a great point of the fact, in their 
advertising and on their labels, that their 
brands are either lagers or pilsners. Not 
one of these advertisers attempts to give 
an iota of significance to the designation 
Budweiser, for example, is a lager and 
Stag is a pilsner, but I wonder how many 
beer drinkers have been educated to ap- 
preciate the difference? Speaking of beer, 


we are told by Goebel in its advertising 
that its beer is mello-ized (a secret and 
unexplained process), a coined word that 
doesn’t get the story over to me. 

At least one razor blade advertiser re- 
lies heavily on the point that his blades 
are “hollow ground.” I, for one, haven't 
the foggiest notion about what the term 
means. Do you? And what, I have wanted 
to know, is Samsonite? Is it leather, plas- 
tic, canvas, or plywood”? 


@ I wonder how many motorists know the 
real meaning and usefulness of something 
in their gas that is called “Ethyl”? Ethyl] 
advertising assures us that “There is 
nothing like Ethyl...for bringing out the 
top performance of a new car. . .or making 
an older one feel young again!” Why? 
How? What's the secret of this magic? I 
am willing—yes, eager—to be convinced, 
but on the advice of a Reader’s Digest 
article I am doing all right and saving 
money on regular gasoline. Why—pre- 
cisely why—does this “famous ingredient 
step up power and performance”? I am 
sure that, in the immortal words of Post- 
um, “There is a Reason,” but why doesn’t 
Eythl “spell it out in plain, simple 
language”? 

At a luncheon the other day none of 
six men, when questioned, knew the 
meaning or significance of the term proof 
with reference to whisky. Do you know, 
exactly, the precise meaning of “86 proof” 
on a whisky label? Do you know, exactly, 
the difference between a “straight 
whisky” as against a “bond” or a “blend”? 
Do you know what a “sour mash” whisky 
is? 

It is easy to say that none of this is 
important. It is easy to say that people 
are interested only in a promised benefit 

and NOT in the how and why of it. 
I am not sure that this is true. 


Explanation Makes Salesense 

I believe, for example, that Shell’s 
“Activated” would make more salesense 
if the meaning and significance of the 
term were spelled out in plain language 
I believe, with Dick Brown, that spot- 
lighting the word automatic falls far 
short of telling the full story of the Auto- 
matic Sprinkler System. I wonder, too, 
how many people could pass a fifth-grade 
examination on the subject of ammoniated 
dentifrices. And what is Penaten, the 
mysterious ingredient that makes Wood- 
bury dry skin cream “penetrate deeper”? 
How many women have a clear under- 
standing of what lanolin is and what it 
does”? 

I do believe that people of average sense 
respond to reasons. I believe that promises 
of benefits are more persuasive when 
substantiated by an easily understood 
how-and-why explanation. It is dangerous 
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Perhaps the years are passing The Corner by—but he feels this Canada Dry 
Quinac ad is all to easy to pass by, chiefly for the lack of that old-fashioned de- 


vice, a headline. 

When people meet each 
other, they say hello, or 
shake hands, or give some 
other form of greeting. It 
seems to The Corner that 
an advertisement needs a 
headline for the same func- 
tion. There is no particular 
reason why a reader, com- 
ing upon this ad, should 
stop to read it. What's it 
about? Why should he stop 
to find out? Curiosity? If 
so, about what—the adver- 
tisement itself? 

People, generally, aren't 
interested in advertise- 
ments. They're interested 
in information—and need 
some stimulus, apart from 
idle curiosity, or the paint- 
ing of a swimming pool, to 
go to the trouble of digging 
for it. 

Actually, Canada Dry 
Quinac Water is not only 
a good product but has 
many advantages to gin 


wero rrrer 


ore 


5 
drinkers. Gin and tonic is considerably easier to mix than a Tom Collins and ; 
has a distinctive and enjoyable flavor. If you’ve never tried it, these are } 
things you might like to know. If you have tried gin and tonic, you might like ‘ 
to know just what Canada Dry has to offer. A good headline, in easy to read ; 
type, might at least tell you what the ad is all about. } 

5 


alae 


to assume, I think, that the consumer has 
any accurate knowledge of your product. 
I believe, what's more, that it takes a very, 
very, very long time to make a new idea 
sink in. An odd term such as gingervating 
means little or nothing to most people. 
The simplest idea, such as laminated, 
needs endless explanation. 


@ I have long held to the notion that each 
advertisement in a series should be a 
complete campaign unto itself. No essen- 
tial fact should be left out of the copy 
just because it has been said several 
hundred times before. Direct-mail ad- 
vertisers, who know their returns down 
to the last penny, have proved again and 
again the wisdom of spelling everything 
out in plain, simple words. They proceed 
on the theory that the prospective buyer, 
even though he is a former customer, 
knows nothing at all about the advertised 


product. 

But to get back to Dick Brown's point, 
I would be willing to wager that 40% of 
the average run of people would be wrong 
or extremely doubtful as to the exact 
meaning of such common words as kilo- 
watt, or perique, or dental caries, or caloric 
energy. The question still awaits investi- 
gation, but I am willing to make a small 
wager that a lot of housewives in this 
country do not know what parboiling is, 
or thyme, or ragout, or hors d'oeuvres, or 
kumquats, or cooking au vin. I'll wager 
further that a substantial number of 
housewives do not know the difference 
between cream of tartar baking powder 
and phosphate baking powder. Yet I find 
all of these terms in one issue of a tabloid 
newspaper of mass circulation. 

Words are ideas and instruments of 
persuasion only when the reader or lis- 
tener knows what they mean. 


Would Agency Signature Raise Ads’ Quality? 


To the Editor: Your article, “Good 
Taste In Advertising,” in the current is- 
sue of the Harvard Business Review, 
prompts me to express a thought that I 
have had for a long time, and which I 
believe is pertinent to the issue 

In our human experience, we find that 
practically every form of creative work 
is either signed by its creator or identi- 
fied with some sort of hallmark. Begin- 
ning with such obvious things as books, 
paintings and sculpture, we find that the 
creator is usually proud and anxious to 
add his name or mark, True, sometimes 
this is carried on ad nauseam, as in the 
case of moving pictures and television 
productions, where we must sit through 
interminable minutes of learning who 
wrote it, who produced it, who directed 
it, who costumed it, etc. etc 

While in this country architects do 
not usually “sign” their lesser efforts, no 
large building or structure of importance 
omits a plaque or cornerstone preserv- 
ing the architect’s name for posterity. 
In some countries, such as Mexico, they 
carry it to the other extreme of promi- 


nently displaying the architect's name 
on almost every house built, down to a 
one-story, three-room affair. Today, such 
prosaic things as pottery carry the cre- 
ator’s signature, such as Russell Wright’s. 
And so it goes, up and down the lanes 
of human endeavor 


s Up and down all the lanes except the 
outstanding one of advertising. Why, 
one may ask oneself, do the very people 
who create this gigantic force of adver- 
tising, cloak themselves under its very 
antithesis—anonymity? 

In your article, you charge the adver- 
tiser with the responsibility of good taste 
in advertising, but I am inclined to take 
issue with this generalization. All too 
often the advertiser finds himself a rank 
amateur in the hands of his highly pro- 
fessional agency people. It is a_ well 
known fact that the word “client” in 
almost any advertising shop is uttered 
with a tone or implication of condescen- 
sion. Let the client try to steer the ad- 
vertising course and he is immediately 
pounced upon by the Madison Avenue 
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specialists who recite the various shib- 
boleths of “impact,” “penetration,” “ef- 
fective circulation,” etc. Yes, he pays the 
bills and his name is signed to the ads, 
but from a realistic point of view, they 
are not his creation, and only technically 
his responsibility 

Certainly the 30 television manufac- 
turers whom you hold responsible for 
the “bad taste” in that famous campaign, 
were not nearly as responsible as the 
agency whose brain child it was. Yet it 
was the television manufacturers of 
America who bore the brunt of disap- 
proval, for nowhere in the advertising 
did the name of the agency that produced 
it appear. 


@ I have recently had occasion to spend 
considerable time in the Middle West, 
and have noted with alarm the adver- 
tising tactics indulged in by a patent 
medicine which seems to be sweeping 
this part of the country on the basis of 
its alcoholic content. The cause for alarm 
is not the alcoholic content of the prod- 
uct, but the fact that a lot of its adver- 
tising is directly aimed at growing chil- 
dren. I wonder if the agency that wrote 
this one up would be proud to add its 
name to that particular series of adver- 
tisements. 

This brings me to the point. If the cus- 
tom were established that those respon- 
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sible for the creation of advertising sign 
their creations as in other fields, would 
this not make for an improvement in 
taste in advertising, of which you have 
written? As a matter of fact, this is done 
in some countries, and I am particularly 
thinking about Cuba, where the adver- 
tising agency is proud of its effort, proud 
of its client and proud to identify itself 
with the advertising. 

I have heard it argued that if a con- 
sumer notes in an ad that it was pro- 
duced by an agency and not by the ad- 
vertiser itself, it will impair its believ- 
ability. This, I believe, is pure tommyrot. 

Private industry and private enter- 
prise must do more than fight a defensive 
holding action if it is to survive as the 
“new economy” develops; it must adopt 
aggressive methods, particularly in clean- 
ing its own house. If we ever get into a 
controlled economy, advertising will be the 
first piece of cargo to be jettisoned by 
the sinking ship. It seems to me that the 
time has come for the advertising people 
to acknowledge boldly their responsibility, 
and identify themselves with the crea- 
tures of their creation. 

Your article was certainly a 
lating one, and I wish you well. 


stimu- 


Sripney WEIL, 
Executive Vice-President, American 
Safety Razor Co., Brooklyn, N. Y. 


Make It Easy to Change Key Numbers 


By KennetH B. BUTLER 
Keying ads in order to check returns 
is common practice, but one ad we saw 
recently won’t bring in ANY returns at 
all! 
Though it solicited inquiries, it carried 
no advertiser address whatever! 
In addition to the need for a company 
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ad MOR-SUN Furnace Division 


MORRISON STEEL PRODUCTS. INC. 


WHO GETS 1T?—This attractive coupon pre- 
sumably won't draw too many responses. 
It doesn’t give the advertiser's address! 


name and address, there are precautions 
that must be taken to avoid headaches. 
Among the pitfalls of key number inser- 
tions are ill-matching typography, 
hacked-up plates, and poor reproduction. 

Key numbers appear in two ways: 
within a boxed coupon, or in an address 
line appearing beneath the advertiser’s 
signature. 


e The problem exists when complete 
plates are sent to various publications. 
Safest but most costly is to supply type 
of key changes to the electrotyper and 
have h:m affix the key changes in the 
electros. To avoid mixups, his shipping 
department must be supplied with an ac- 
curate list of each publication and its key 
number. 

Common practice is for electros to be 


- oS 


sent to each publication with space for 
key change left blank or filled in with a 
dummy “00.” If printed letterpress, the 
publication’s printer must mortise out the 
plate and mounting to receive his type 
for the key. 

Placement of the key change, so that an 
outside mortise is possible, is best. It is 
easier, lessens chance of sawing into type, 
provides opportunity for positive lockup. 
Key numbers often pull out if not securely 
locked and damage to the 
form. 


may cause 


s Unless you're flush with dough, don’t 
let your artist lay out an ad with key 
changes in reverse plate or else a series 
of reverse signatures will be needed. Yet 
this rule is often ignored and since the 
printer has no choice but to mortise into 
the plate from the outside, the result is 
a botched-up job that destroys good ap- 
pearance. 

In coupons, it is best to spot the key 
change in an open space, easy to get at 
with drill or saw. Counting of returns is 
easy since the key is included in the cou- 
pon. 

If possible, spot the identifying key at 
the end of the line, not at the beginning. 
Instead of “Dept. BHG-3, 1220 First 
Street,” it is more satisfactory to use 
“1220 First Street, Dept. BHG-3.” Since 
keys in various publications are unlike 
in length, this method avoids crowding of 
type or unsightly gaps in spacing. 

When carried below the signature, try 
to spot the key number in the final line. 


e Give the publisher a plate where key 
change is in a standard type point size 
and family, such as 6 point or 8 point. 
Reduction plates present the publisher 
with the nightmare of trying to match 
4% point, 6% point, or similar impossible 
sizes. The result is ugly alignment. 
Many advertisers send their plates with 
key instructions on insertion orders only. 
It is much better also to write them in 
on a proof of the ad. Often the printer is 
left in doubt as to where you wish the 
key inserted and this is not always ap- 
parent unless you show him on the proof. 
Avoid scripts or freak faces. In small 


The Celorex Corporation, Depe. B-31 

120 S. La Salle Sce., Chicago 3, Illinois 

Please send me the Celorex booklet(s) checked below. 
I enclose 10c in coin for each, or 20c for both booklets, 
to cover cost of postage and handling 

0 Let Us Help You Plan Beaviiful Home lateriors. 

(0 Business Loteriors That Attract and Win Customers, 


Name 


Address 


Produce full size. top quality 
fruit in small spaces. Best 
Opole and Pear Varieties. 
rite for our BIG, FREE 1951 
CATALOG in full color 


Satisfaction Guarantecd 
KELLY BROS. NURSERIES, INC. 


322 MAIN STREET OANSVULLE. NEW YORK 


p----c------------ 


| Burnham Corporation Dept. BH.3I 
Irvington, WN. Y. 


| Send NEW folder telling how BASE-RAY Radiant 
! Boseboords can add comfort and beauty to my home. 


| Nome 


Address 
City 


State 


Dnistrtartenenpanbeupamensenvenamanaintaeiaenanll 
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NOW is THE Time TO ORDER 
SURE-TO-GROW PLANTS 


6 New Phiet, Rainbow shades % 
3 Giant Double Tuber 
4 Butterfly Bush, 4 new colors 
facs, 2 vr. Ked, white, bive 
Littes 


3 Frenctr-ti 
5 Regal, Cor 


.. 
Mont & | Richmond. 4 ft 
ue, | red, | white, 2 yr 
2 yr. Varieties to bear 
awherries . 


All postpaid. East & West coast states add 10%. 
FREE CATALOG. 


Pritiiitit teat) 
weve vveecsooe 


, PPD DD DD PDD DPD DPD 
»/ Fa Tey THE LEWYT IN TOUR OWN HOME! 
lewyt Corporation, Vacuum Cleaner Division 
Dept. 3,68 Broedwoy, Breekiys 11, N.Y. 
Without cost or obligation, | would like te try 
the sensstional Lewyt Vaeceum Cleaner in my 
en home 


GOOD AND BAD EXAMPLES—The address keys at the left were well thought out, appear 
attractively in print. The one at the top appears at the end of the line, with space 
for a long or short key. In the center is one at the bottom of the ad, where the whole 
line could easily be reset (only in this case it wasn't), while the coupon at the botto 
has the key out in the open, where it is easy to get at without possibility of damagi 
the plate. In the right hand column, on the other hand, the ad at the top features a k 
which had to be gouged out of a reverse plate, and one at the beginning of a life 
forcing a difficult inside mortise and a poor type match. ‘ 


sizes avoid unusually bold faces because 
they frequently fill up, reducing legibil- 
ity. 

If you repeat a plate, send the pub- 
lisher a new key number, since pulling 
of returns is sometimes studied in rela- 


The Eye and Ear Department... 


' 

$ 
tion to month or season. If you ask oj 
publisher to send your plate after use 
another publisher, be sure to send the 
second publisher a new key change. . 
else the first publication receives all the 
credit for inquiries pulled. } 


TV Has It for Demonstrations | 


Westinghouse, with its commercials on 
“Studio One”’—CBS-TV, Monday nights 
—demonstrates a important point 
about television as an advertising medi- 


very 


Furness stands 


DEMONSTRATOR-- Betty 
ready to show viewers how the Laundro- 


mat’s weigh-to-save door operates, in a 
for the Westinghouse TV 
show, “Studio One” (CBS-TV). 


commercial 


um: It is ideally suited for manufacturers 
with products that can be visually demon- 
strated. The commercials for the Westing- 
house Laundromat no dancing 
girls, no elaborate no production 
numbers—a gal simply shows you the 
features of the Laundromat, with the 
camera moving backward and forward as 


involve 


sets, 


needed ; 

This is the “weigh-to-save” door. You 
put on it the clothes are going to 
wash. The scale (and the dial appears in 
an extreme close-up) shows you have a 
medium load. Now. You turn the dial to 
medium, close the door, and there you are. 
Simple as all that. Same observation can 
be made for the commercials on the West- 
inghouse “frost free” 


you 


refrigerator. 

The wonderful thing about commercials 
that give you useful information, simply 
and understandably, is that they do not 
irritate. And, because they're interesting, 
they give you less of a feeling that the 
advertiser is trying to compete with the 
entertainment. Such ought 
to cost next to nothing to produce, too - 

Generally this column starts with the 
show. But not this time. “Studio One” has 
had enough flattering things said about 
it. It presents some of the most expertly 
produced and best acted dramatic shows 
on TV. It's high time, however, that some- 
thing was said about commercials that are 


commercials 


as effective as they are inexpensive—be- 
cause all too few advertisers seem to rea- 
lize the opportunity with which television 
presents them. Not the chance to tell fun- 
ny stories to prospects, or take them out 
to a night club for entertainment, but to 
‘Show them exactly what the product will 
do, and to do this right in their homes. 
This is not exactly a new or an original 
observation. Others have said it before 
After you watch commercials day in and 
night out, however, and see some of the 
abortions presented, you feel it cannot be 
said too often. Bravo, Westinghouse! 


ps Ba Pe. heat Bias 5. ee ee ere. Deeeerteeee NK er ees Poe a A ot eee eT oe, 
pe vas ees ae - i a Oe na ao Ge ee 4 “ : 
pita cn ; | . Riese Fhe 
eS i e's 
x 
4. ' 
ant 
oe. 
— ae 
apt 
; a oh 

2 md 
3 Paul's Scar ses vr r a 
| . scenasemualy o Merdy Seartlenadan Reses, / yr rh hes ie 
} gmoes Ane ssede. 1s in § is * 
e arbe 1s in 
cemmaal a 3 Golden Weeping Viltew. 1 it i ate 
- 6 Lembardy ey 
as a fe 3 Cherries "aes 
4 Grapes; 2! z. =" 
3 Blueberries Feu. 
100 Rebinsen §$ ins . 
FuitTres i < 
oe 
vr 
' WELCH NURSERY oe 
fox 3 Shenandooh. lowe : : ae 
set § 
j aut: 
| oS 
; ! PT Pa. 
! Name i= Reh 
> a See er Address ta 
! spiteiatiatehictammtienabarngeeames tear ony ; ee 
: | | County eosrensneres | ooe-« wih 
~ Ay, eI 
\ 5 at 
ars 
{ e 
| a ve 
The 
! = ‘ E 
ae 
——— SS i te a, 
| 4 =) 
oe 
aa 
\ ae 
, a 
Ma 
es 
Ebi 
_ 
, a 
: . ae bes 
« ge 
} ees F 
ee 4 _ 
. (oN TEEN ; ae 
.. 
OL 
! 
Se 
ie: 
ae 
| eS. 
ae 
a) 
* . a ; pees 
ii |i © 

ili ; . ty 
e : . '@ a 
— f _— ; ; ners 
; ‘ mig Be 18 2 a 
7 - ‘ ~ we 2S x % Feat 
Seas & ed Presto =. 7” he Be 
j 4 \. = ; e as 
—— a J ae 
em a ey) 
4 ‘ a 
Pat 
‘ iad — a as 
, ) a 
. “a 
ae os ves 
S on 
>. 
oo 
% 
ss 
B's 
+ 
Bo: 
3 
he 
Beer 
fi 
ae 
Be 
| he 
—~ eee 2 
, a = «i Se 


tae 


PAPEL YE LR ee 


44 


Advertising Essential to Economy, 
Tax a Danger, Senate Group Told 


Gallager Analyzes 
Ad Costs and Their 
Relation to Jobs 


New York, June 26—An unusu- 
ally interesting analysis of adver- 
tising and selling costs and opera- 
tions in terms of maintaining 
employment and a sound economy 
has been submitted to Sen. Joseph 
Cc. O'Mahoney, chairman of the 
Joint Committee on the Economic 
Report, in connection with that 
committee staff's recent suggestion 
that advertising should be taxed as 
a means of controlling inflation. 

The report was submitted to Sen. 
O'Mahoney by A. J. Gallager, as 
a private citizen. Mr. Gallager is 
a marketing consultant and has 
operated A. J. Gallager Associates 
since 1945. He was formerly direc- 
tor of prometion for all Curtis 
publications and a member of the 
Curtis executive committee. Be- 
fore serving with Curtis from 1925 
to 1944, he was associated with 
General Electric Co. and Graybar 
Electric Co. 

“The material in the memo is a 
condensation of a study of repre- 
sentative companies from 1937 to 

,date,” Mr. Gallager says, and 
tshows trends in what it takes to 
Smaintain a job, in sales, invest- 
tment, taxes, profit; the sales re- 
‘quired to pay a dollar of wage, 
iprofit and tax; selling expense 

r employe and per dollar of 
ales; what happens to over-all 

Belling expense with different pro- 
ortions of advertising; compari- 

- of consumer purchases and 
ther items with “normal expect- 
ney,” etc. 

In a 16-point summary, Mr. 
allager maintains: 

‘1. In spite of total figures for 

fadvertising reaching new highs, 

10st of even the largest advertis- 
rs are currently spending sub- 
Br are less in advertising than 
their past practices under prewar, 
fon-inflationary conditions. (As 
Measured by the yardsticks of 
Bales. ..wages...selling expense... 
break-even points.) 

“Measured by the above yard- 

Sticks, most of these companies are 
@lso currently spending less for 


total selling effort, including ad-| 


vertising 

“2. Total selling expense and ad- 
vertising have not kept pace with 
the increase in break-even points 
or the sales per employe required 
to pay current wages and costs 
and maintain a job. 

“3. In general, recent consumer 
purchases have not exceeded ‘nor- 
mal expectancy,’ based upon pre- 
Korean trends 


a “4. Recent advertising could not 
have been an important factor in 
inflationary pressures. Fear of 
higher prices and shortages is a 
much greater stimulus to sales and 
would be present if there were 
no advertising 

“5. A tax upon selling (advertis- 
ing) would work the greatest 
hardship upon small companies 
and new advertisers. It would hurt 
some industries much more than 
others 

“6. Advertising media could not 
absorb much of the tax or reduce 
advertising rates (as suggested in 
the report). The proposed tax 
would put many media in the red 
and force some out of business 
Advertising unit costs would un- 
doubtedly go up. 


e “7. A tax now upon current ad- 
vertising could have but little, if 
any, effect in reducing inflationary 
pressures, but could have a major 
negative effect upon future jobs, 
wages, profits and taxes. 


| Cases, 


“8. In spite of increased mecha- 
nization per employe, business has 
not been able to increase the level 
of sales per dollar of wage. 

“9. Depending upon the type of 
business, it requires from $2.50 to 
$10 in sales for every dollar of 
wage, and the ratio varies little by 
size of company, manufacturer or 
merchant. Current or higher wages 
can be maintained only by main- 
tenance of this inherent ratio of 
sales per dollar of wage. 

“10. It currently requires double 
or more the sales per employe to 
pay eurrent wages and costs than 
it did prior to World War II. 


s “11. Due to increased operating 
investment and higher wage levels, 
the over-all break-even points of 
the representative companies stud- 
ied are currently two to four times 
those of 1937-41. 

“12. In spite of current profits 
being at all time highs, net profits 
per dollar of wage are, in most 
lower than those prior to 
World War II, when price levels 
were much lower. Profits have not 
kept pace with wages or taxes. In 
many cases, current profits are al- 
ready less than taxes. 

“13. Brakes upon credit would 
reduce inflationary pressures 
much more effectively than a re- 


| duction in selling, without endan- 


ees 


gering future jobs, 
taxes. 


wages ‘ and 


@ “14. Recent high profits have 
been made possible by abnormally 
high volume and abnormally low 
selling costs in a sellers market; 
a minor decrease in volume or in- 
crease in selling costs makes a 
major decrease in profits. 

“15. The already high break- 
even points are again being raised 
by plant expansion to satisfy de- 
fense demands rather than sound- 
ly created, permanent markets. 

“16. Assurance of future jobs, 
wages, earnings and taxes depends 
upon the assurance of customers. . . 
a large proportion of which must 
be created by salesmanship.” 


s Asserting that most companies 
are using far less advertising now 
than they would be if their past 
practices were projected to current 
conditions and future require- 
ments, Mr. Gallager says that his 
studies indicate that: 

“Those companies which have 
given advertising a large and 
growing share of the selling load, 
have over-all selling expense as 
low or lower than those which 
have not. 

“Advertising is only one of 
many factors in selling efficiency. 


The conclusion is, however, that | 


those companies have found ways 
and means of using advertising to 
help lower selling expense—and 
lower selling expense helps to 
maintain lower prices, higher 
wages, higher profits—and greater 
tax revenue.” 


Sales per dollar of Wage 


1937 

| Westinghouse $2.29 
General Electric 241 
Armstrong 3.41 
General Motors 3.48 
U. S. Rubber 3.44 
Stewart Warner 2.94 
DuPont 2.86 
Am. Rad. Std. San. 3.88 
General Foods 8.10 
Colgate 9.50 
Armour 9.30 
Swift 8.60 
U. S. Steel 2.42 


%~ Change 
1947 1948 1949 1937-49 
$2.40 $2.54 $2.65 +17 
2.11 2.45 2.47 + 3 
3.40 3.34 3.22 — 6 
3.31 3.67 3.96 +14 
2.719 2.83 2.88 —16 
2.72 2.59 2.49 — 8 
3.00 3.30 3.40 +19 
2.97 3.14 3.06 —21 
8.14 7.26 6.94 —l4 
8.80 7.10 6.00 —37 
9.70 9.52 9.10 —2 
10.30 10.40 9.34 + 8 
2.35 2.42 2.49 + 3 


Advertising per dollar of Wage 


1937 
Westinghouse $.01 
General Electric 03 
Armstrong Cork 05 
General Motors 04 
U. S. Rubber 02 
Stewart Warner 07 
DuPont 01 
Am. Rad. Std. San. 02 
General Foods 46 
Armour 01 
Swift 1 


% Change 
1947 1948 1949 1937-49 
$.01 $.01 $.01 
O01 02 01 — 66 
03 02 03 — 40 
01 02 02 — 50 
-008 008 007 — 65 
02 02 02 — 72 
009 01 008 — 20 
01 01 01 — 50 
29 27 25 — 45 
02 02 03 +200 
05 05 04 +300 


Total Selling and Administration 
Expense per dollar of Sales 


% Change 
1937 1947 1948 1949 1937-49 
Westinghouse $.12 $.117 $.124 $.138 . § 
General Electric 119 -102 -103 -106 —ill 
Armstrong 161 15 113 126 —22 
General Motors 061 042 042 .039 —36 
U. S. Rubber 138 .099 110 118 —i4 
DuPont 122 .098 095 101 —17 
Am. Rad. Std. San. 174 084 087 104 —40 
General Foods .222 131 .133 144 —34 
Armour 063 054 062 .069 + 8 
Swift O72 049 052 058 —20 
Advertising per dollar of Sales 
1937 1947 1948 1949 % Change 
Westinghouse $.008 $.004 $.007 $.005 — 35 
General Electric 015 006 009 007 — 53 
Armstrong Cork 017 .009 -008 010 — 40 
General Motors 612 -004 .005 .007 — 43 
U. S. Rubber .008 .003 .003 .002 — 69 
DuPont 004 .003 .003 .002 — 49 
Am. Rad. Std. San. 007 .004 004 .003 — 49 
General Foods 056 .036 .037 043 — 24 
Armour 001 002 002 003 136 
Swift 001 005 004 005 +226 


Advertising Age, July 2, 1951 


= 
May Sales of Chain Stores 

----—— May —— % Gain -~—————5 months —_—__—_, & Gain 
1951 or Loss 1951 1950 or Loss 

Food Chains 
“Grand Union $ 16,819,495 § 14,298,932 +17.6 $ 43,109,908 $ 36,254,244 +189 
Kroger Co. - 78,322,183 348,458 +20.0 382,896,354 315,559 205 +210 
National Tea 27,680,196 23,366,020 +18.5 139,967,906 113,917,761 +22.9 
Safeway 101,886,010 82,891,965 +22.9 484,677,201 409,003,439 +18.5 

Group Total $224,707,884 $185,905,375 +20.$ $1,050,651,369 $ 874,734,649 +20.1 
Mail Order 
tSears, Roebuck $228,016,573 $213,787,189 + 6.7 $ 835,677,930 $ 735,760,105 +13.6 
Spiegel 11,986,969 11,773,803 + 18 546,367 52,705,734 + 5.4 
TMontgomery Ward . 100,407,561 97,704,534 + 2.8 368,262,323 341,898,347 + 7.7 

Group Total $340,411,103 $323,265,526 + 5.3 $1,259,486,620 $1,130,364,186 +114 
Drug Chains 
Peoples .. ... S$ 4,108,663 $ 3,736,351 +10.0 $ 19,901,984 § 18,543,654 + 7.3 
Walgreen ......... 13,732,156 13,066,449 + 5.1 68,060, 64,939,674 + 48 

Group Total $ 17,840,819 $ 16,802,800 + 6.2 $ 87,962,380 $ 83,483.328 + 5.4 
Variety and Miscellaneous 
tAngerman Co. Inc $ 756,764 $ 683,384 +141 $ 2,649,658 $  2,498.609 + 6.0 
*Beck, A. S. Shoe 3,830,070 3,464,088 +10.6 18,065,018 16,635,227 + 8.6 
Butler Bros. 7,777,758 8,075,186 — 3.7 45,544,005 41,478,030 + 9.8 
Consolidated Reta’! ; 

Stores 2,474,923 2,439,512 + 15 12,003,285 11,717,550 + 2.4 
Edison Bros. 7,491,010 6,722,232 +114 30,810,697 29,497,811 + 45 
Fishman, M. H. 969,631 819,227 +18.3 3,633,451 3,128,948 +16.1 
Gamble-Skogmo Inc. 10,517,820 10,429,166 + 0.9 47,211,973 43,429,166 + 7.6 
Grant. W. T. 21,603,780 18,944,747 +14.0 88,587,209 78,788,671 +12.4 
Grayson- Robinson 

Stores 7,474,199 6,825,407 + 9.5 34,673,847 32,387,503 + 7.1 
Howard Stores 1,992,113 2,200,182 — 9.5 11,437,386 1,289, + 13 
Kresge, S. S. 23,994,484 22,115,910 + 8.5 109,054,195 100,212,673 + 88 
Kress, S. H 13,009,239 11,606,014 +12.1 61,574,147 364.132 + 9.2 
jLerner 12,417,584 10,422,832 +19.1 42,401,507 36,954,321 +147 
McCrory 7,957,912 7,605,470 + 4.6 36,267,521 34,795,214 + 4.2 
tMcLelian Stores 4,476, 4,202,576 + 6.5 15,959,924 15,300,232 + 4.3 
Melville Shoe Corp 5,851, 5,425,182 + 7.9 543, 6,342, + 08 
tMercantile Stores 

Inc. 10,397,900 10,196, +.2.0 7,843, 35,487,400 + 6.6 
«Miller-Woh! Co. 2,946,786 2,615,528 +12.7 25,693,250 25,531,494 + 46 
Murphy, G. C. 13,309,.9 11,523, +15.5 57,524,165 087, +12.6 
Neisner Bros. 4,757,268 4,269,251 +114 21,515,687 19,768,679 + 8&5 
Penney, J. C 81,669,992 71,593,421 +141 351,973,170 302,714,513 +16.3 
Shoe Corp. of 

America 4,462,300 3,614,384 +23.4 18,609,720 15,668,975 +18.7 
tSterchi Bros. 

Stores . 1,044,248 1,517,309 —31.2 2,919,698 3,552,440 —17.8 
Western Auto 11,932,000 13,014,000 — 8.3 58,631,000 51,416,000 +14.0 
Woolworth, F. W. 52,292,733 46,828,632 +117 244,073,588 225,916,119 + 9.0 

Group Total $315,408,286 $279,548.874 +12.8 $1,406.201,481 $1,269,963,072 +10.7 

Combined Total . $896,368,.092 $805,522,575 +11.5 $3,759,301.850 $3,358,545,235 +11.9 


“Five weeks and 13 weeks. tFour months. {Three months. *Four weeks and 21 weeks. “Ten months. 


Since wages are the largest 
|source of consumer purchasing’ 
power, and represent over 75% of 
all costs, Mr. Gallager bases his 
analyses on “what it takes to main- 
| tain a dollar of wage,” as well as 
“how much of the selling job ad-| 
vertising has done, and can be ex- 
pected to do, more economically 
than other forms of selling.” 


s Using Armstrong Cork Co. as his 
principal illustration, Mr. Gallager 
points out that between 1937 and 
1949 the company’s total sales in- 
creased 282%, but sales per dollar | 
of wage actually decreased 6% 
(from $3.42 to $3.22), and net in- 
come per dollar of wage dropped 
48% (from 39¢ to 22¢). Net income | 
per dollar of sale also decreased, 
by 43%. 

This picture is typical, he says, 
and shows that Armstrong Cork 
| must sell at least $3 of products 
| ““in order to continue to pay each 
| $1 of wage and stay in business.” 
| This, obviously, is largely a selling 
job. Yet: 


s Total selling and administrative 
expense per dollar of sale dropped | 
20% between 1937 and 1949—from | 
15.9¢ to 12.7¢; per dollar of wage, | 
these costs dropped 26%, from 
54.5¢ in 1937 to 40¢ in 1949. 

~ Advertising expense dropped 
even more sharply. In 1937 it was 
1.7¢ per dollar of sales, while in 
1949 it was 1.l¢é—a decrease of 
35%. And per dollar of wage, the} 
advertising figure was 5.9¢ in 1937 
and only 3.4¢ in 1949—a decrease 
of 42%. 

Similar figures are shown for 
Westinghouse, General Electric, 
General Motors, U. S. Rubber, 
Stewart Warner, duPont, Ameri- 
can Radiator and Standard-Sani- 
tary, General Foods, Colgate-| 
Palmolive-Peet, Armour, Swift,| 
and U. S. Steel, along with de- 
tailed analyses of profits and! 
taxes. 


s “Many companies have been, 
coasting in a prolonged sellers’| 
market with over-all selling ef- 
fort and advertising at levels 
below past practices under com- 
petitive selling conditions,” Mr. 
Gallager maintains. 

“The generally lower selling 
costs in recent years are not the 
|result of increased volume alone 
‘but of a sellers’ market. Large in-| 


crease in volume affords lower 
unit production costs but selling 
large increase in volume may well 
result in increased selling costs 
per unit or per dollar of sale. 

“Maintaining low future selling 
costs is dependent upon keeping 
up the momentum of creating po- 
tential future customers. 

“We have more jobs at higher 
wages than any other nation be- 
cause we have created desires for 
more things other than the neces- 
sities of life. 


e “Salesmanship is the primary 
motive power in creating markets 
for new ideas and in speeding up 
their widespread acceptance. 
Taxes are the dead weight which 
salesmanship must carry in addi- 
tion to the job of creating enough 
customers to sustain wages and 
jobs and profits. . . 

“It is highly desirable to main- 
tain potential markets—necessary 
for jobs, wages, profits and taxes. 
In comparison to a reduction in 
advertising, brakes upon credit 
would work faster [in stemming 
inflation], be more equitable, and 
not endanger the future economy.” 

Furthermore, a tax on advertis- 
ing would work a greater hard- 
ship on newer, smaller companies 
than on larger, better established 
ones, Mr. Gallager says. 


e “A business is analogous to a 
loaded train,” he says, “with sell- 
ing the motive power. The start 
is slow. The speed gradually ac- 
celerates. If the power is dimin- 
ished after the train has achieved 
top speed, the accumulated mo- 
mentum will carry it for a con- 
siderable distance at a gradual 
deceleration of speed. A decrease 
of power at the start will sharply 
decrease progress and may well 
bring the train to a halt. 

“The current demand for the 
products of an Armstrong Cork, 
Eastman Kodak, General Electric, 
Coca-Cola, etc., have been accum- 
ulated over a long period of years. 
This demand cannot be abruptly 


| decreased by a decrease in adver- 


tising. A decrease in current ad- 
vertising would not result in a 
comparable decrease in demand, 
but it would start to weaker their 
future position. For the thousands 
of new products and services just 
getting started, a decrease in 


motive power now could be deci- 
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sive in the not too distant future. 

“Frequently, mass selling (ad- 
vertising) is the best weapon of 
the new or small business against 
the big intrenched company. 

“A tax upon advertising would 
hurt the small and new business 
most and the big established busi- 
ness least.” 

As for the suggestion that adver- 
tising media might absorb all or 
part of a tax on advertising within 
their present rate structure, Mr. 
Gallager cites sales and earnings 
figures for a representative group 
of media and concludes that a 
much smaller decrease than 25% 
in advertising revenue would put 
a large proportion of media in the | 
red. “The only recourse would be 
increases in advertising cost per 
page per thousand, meaning in- 
creases in consumer prices.” 


L. A. Adwomen Elect Edwards 

Helen Edwards of Helen Ed-| 
wards & Staff has been named! 
president of the Los Angeles Ad- 
vertising Women. Also elected 
were: Charlotte S. De Armond, as- 
sistant advertising manager of 
Gladding, McBean & Co., and Mimi 
Phillips, free lance writer, vice- 
presidents; Martha Jeffres, execu- 
tive secretary of Southern Califor- 
nia Advertising Agencies Assn. | 
corresponding secretary; Gladys 
Kelly, owner of Farm Market 
Travel Bureau, recording secre- 
tary, and Bernice C. Eastman, 
editor of Los Angeles Banker,| 
treasurer. 


New Haven Adclub Elects 


Vincent M. Reynolds, manager | 
of Gamble Desmond Co., has been | 
elected president of the Advertis- 
ing Club of New Haven. Other new 
officers are: Charles E. Butler, 
manager of S. H. Kirby & Sons, 
and Daniel W. Kops, general man- 
ager of Station WAVZ, vice-presi- 
dents; Richard J. Donnelly, ad-| 
vertising manager of Botwinik | 
Bros., secretary, and Clarence C. 
Balthasar, district manager of 
Universal Match Co., treasurer. 


D-F-S Opens S. F. Office 
Dancer-Fitzgerald-Sample has! 
opened a San Francisco office, 
Dancer-Fitzgerald-McDougall, un-| 
der the direction of Charles H. 
McDougall. David J. Cook has) 
been named general manager, Hal | 
Marks will be art director and Miss 
Jane Worthington, copy director. 
Offices are at 114 Sansome St. 


Crossley Joins ‘Household’ 
Robert P. Crossley, formerly ex- 

ecutive editor of Better Homes & 

Gardens, has beer appointed editor 


of Household, Topeka. 


Who buys the most 


TV SETS? 


Among the readers of all the multi- 
million-circulation newsstand-sold 
magazines reported by Starch * 


American Home 
Magazine 
again ranks £57 


with the highest percentage of 
reader-families making purchases 
in this important category 
*42nd Starch Consumer Magazine Report 
Jan.-Dec. 1950 


imerican Home is read and re-read by more 


than 2,800,000 families . . . because ““Some 


people can’t think of anything but home!” 
—_ | 


Files Bankruptcy Petition 


The Jewish Journal & Daily 
News, New York, which sus- 
pended publication two months ago 
(AA, April 30), has filed a vol-| 
untary petition in southern district 
bankruptcy court, proposing a} 
10% settlement to creditors. No | 
schedule of assets and liabilities | 
was filed, but land and building | 
are valued at $60,000, and machin- 
ery at $75,000. 


| 


John Malone Joins Curtis 


John Malone, formerly on the 
editorial staff of the Philadelphia 
Bulletin, has joined the public re- 
lations department of Curtis Pub-| 
| lishing Co. there, succeeding Jo- 
seph McGarry, who has been ap-| 
pointed to the public relations staff | 
of Owens-Illinois Glass Co., To- 
ledo. 


| TV Station KNBH Raises Rates 


Station KNBH, Los Angeles 
television oulet, has issued rate 
card No. 4, making general rate 
increases. Class A time, formerly 
$1,000, has been raised to $1,250 
per hour and Class A announce- 


AE: 


| | 


= 


NEW PEPSI THEME—Pepsi-Cola Co., a 

pioneer advertiser in Negro media, has 

started this series in Ebony ond Our 

World, following up its earlier “leader- 

ship” campaign. More general Pepsi ads 

are running in 35 Negro newspopers 
through Biow Co. 


ments have been raised from $165 
to $200. 


» ‘Insulating Appoints Loudon 


Insulating Fabricators of New 
England, Watertown, Mass., has 
appointed Henry A. Loudon Ad- 
vertising, Boston, to handle its ac- 
count. 


Hartford Adclub Elects 


Lester G. Bruggermann Jr. of 
Charles W. Hoyt Co. has been 
elected president of the Advertis- 
ing Club of Hartford. 


Conoflow Appoints Ullman 


Conoflow Corp., Philadelphia, 
manufacturer of pneumatic valves, 
motors and pressure regulators, 
has appointed Ullman Organiza- 
tion to handle its direct mail and 
trade publication advertising. 


BSF&D Names Shellhammer 
Ray Shellhammer Jr. has joined 

the copy staff of Brooke, Smith, 

French & Dorrance, Detroit. 


af 


the Nation’s cars here 


trucks 


rit) 80% Peachtree St, N_E 


perv lhe gh Dory 
SOUTHERN AUTOMOTIVE JOURNAL 


Atlanta 5, Ga 


The Oregonian 
reaches 
MORE WOMEN... 


than any other 


Selling medium in 
the Oregon Market! 


ace 


the Oregonian 


PORTLAND, OREGON 


ae. Great Newspaper of the West” 


FIRST in influence! 


FIRST in circulation! 


Daily 230,801 * Sunday 285,026 


FIRST in advertising! 


Lowest in Milline Cost...with circulation 
leadership in Portland home-delivered, City and Retail 
Trading Zone... plus the entire Oregon Market! 
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a year. 


about results: 


GETS 14 OFFERS 
OF $20,000 JOB... 


Like a great many people, this man in Cincinnati 
decided he would like a better job. Unlike most 
people, he wanted one which paid at least $20,000 
SO, he placed a classified ad in the 
“Advertising Market Place” 
VERTISING AGE. And here’s what he said 


“Though my ad fairly screamed at least $20,000, 
| have so far had 14 legitimate answers. These 
are all from blue ribbon agencies in New York, 
Chicago, Cleveland, Milwaukee, etc., and the 
replies are still coming in.” 

If you are looking for a position, or for a man 
to fill one — if you have anything to buy or sell 
in advertising — the “Advertising Market Place” 
in ADVERTISING AGE is the most resultful 
place to tell your story. 


columns of AD- 


No. 4013. New ABC Outlet Figures. 
Station WLAW, which became 
the ABC outlet in Boston on June 


15, offers a new data folder which 
} provides a coverage map and sta- 
i tistics on population, retail sales, 
buying income, etc. The 
A $6,000,000,000 


3% for od sale Ss, 
§ folder is entitled, “ 


occupations, 
terns, sex, age and magazine read- 


positions, buying pat- 


ership of visitors to business 
shows, Time retained John D. Fos- 
' dick Associates to conduct a per- 
sonal survey. The interesting re- 
sults are offered in Time’s 
“Research Reports #1095 and 


| 


: Market 

tNo 4014. Auto Radio Audience. 

: Station WGAR, Cleveland, of- 
fers a new book, “Radio Rides the | 
atele in which auto radio 


=1096." 
No. 4004. How to Get Better Re- 
production in Newspaper Art- 
work. 


“Better Mats—a Guide to Ob- 


Hlistenership is analyzed. According} tain Better Newspaper Reproduc- 


to the survey, eight out of ten cars 
th ive radios, and seven of them 
fare used whenever the car is in 
Puse 
PNo. 4015 
7 Wisconsin 


Rural Electrification. 
Agriculturist &| 
fcal tables entitled, “Electricity, 
* Telephones and Electrical Equip- 
}ment on Wisconsin Farms.” On the 
Paverage, 98.2% of the farms have 

electricity. They very strong 

on washing machines, but weak on 
?freezers. 


are 


No. 4016. Michigan Posters. 

Walker & Co. offers a new file 
folder, “Poster Advertising—-1952 
Michigan Rates and Allocations,” 
which furnishes conveniently ar- 
ranged data on markets, popula- 
tions, coverage intensities, number 
of panels per showing, prices, and 
shipping addresses. Excellent maps 
together with economic informa- 
tion on the area round out the 
picture. 


No. 4017. 
“One of 


The Dayton Story. 
America’s Great Indus- 
trial Markets” is the title of an 
elaborate new booklet offered by 
the Dayton Daily News and Jour- 
nal-Herald. It discusses the city, 
its industries, wages, newspaper 
circulations, etc. Maps and charts 
make for easy reading. 


No. 4018. Study of Cenventioneers 
To present the facts about the 
Note 


| 


| folder 
| Oklahoman, 


Inquiries for the items listed above will not be serviced beyond Aug. 


tions” is an informative book of- 
fered by Progressive Matrix Co. 
It covers the whole procedure from 
original art on to the final matrix, 
and is recommended reading for 
all art and production departments. 


| Farmer offers a new set of statisti- | No. 4005. Oklahoma Coverage. 


our Oklahoma 
Blanket” the title of a new 
offered by The Sunday 
Oklahoma City, de- 
tailing its coverage throughout the 
state. 


“A Mothhole in 


is 


No. 4006. Typographic Tonic 
gested. 

In the 55th issue of “Type 
Talks,” offered by Advertising 
Typographers of America, there 
appears a provocative article, — 
Typographic Tonic for These 
Tired Times,” which will stir up 
some controversy in any art de- 
partment. 


Sug- 


No. 4011. Grocery Business An- 
alyzed. 

“Facts in Food and Grocery 

Distribution” is an exhaustive 


study of the grocery business of- 
fered by Progressive Grocer. It 
presents a complete picture—all 
the way from total volume of busi- 
ness done by all food stores, down 
to the markup on broccoli. Many 
charts and tables make for quick 
comprehension of conditions and 
trends 

13. 


USE COUPON TO OBTAIN INFORMATION 


200 E. Illinois St., Chicago 11, Il. 


—please print or type) 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted 


NAME ..... 
COMPANY 
ADDRESS ....... 
CITY & ZONE 


Rates: 


THE ADVERTISING MARKET PLACE 


75¢ per line, minimum charge $3. Cash with order. Figure all cap lines 


(maximum—two) 30 letters and spaces per line; upper & lower case 40 per 


line. Add two lines for box number. 
ceding publication date. 


Deadline Wednesday noon 12 days pre- 
Display classified takes card rate of $11.25 per 


column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr 2-0115 Chicago 
General Manager for Medical Mail Order 
Firm in Midwest State. Should know ad 
vertising and mail order. Must be steady 
and assume responsibility Married 
Should be life position for right party | 
Box 3872, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il 
TRADE PAPER OPENING— 
If you are over forty and under fifty- 
five years of age and ready to settle 
down to the serious business of doing a 
consistent job of advertising day in and 
day out without expecting to get rich 
out of it, then read further. If you can 
handle details, rough a layout, write} 
copy - write a sales letter that pulls - 
have executive 
instructions, able to not only 
with people but have the } 
get them to work with you—and want 
to move South, then write Air Mail your 
background and salary expected to 
Box 3873, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
PERSONALIZED SERVICE 
Advertising-Promotion & Sales Managers- 
Copywriters-Account Executives-Editors- 
Artists-Merchandising-Research-L a y 0 ut- 
Radio-TV-Production and Salesmen 
THE HONES COMPANY 
14 E. Jackson Bivd Chicago 4, Ill 
ADVERTISING & PROMOTION MGR. 
Thoroughly experienced yet young enough | 
for flexibility. Knowledge of all media} 
from direct mail to outdoor, Experienced 
to fit into any organization. xxxxx Salary 
Opportunity for future important 
Box 3874, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
ADVERTISING & PUBLISHING 


get along 
“know-how™ to 


FOR ALL TYPES OF P 
GEORGE WILLIAMS—PL ACEMENTS | 
209 S. State St Ha 7-2063 Chicago 4) 
MARKETING RESEARCH 
Opening for young man whose back- 


ground and initiative qualify him for mar- | 
ket research in petroleum, chemical and 
agricultural fields. Send full details 

education, experience, salary requirements 


—to Newton D. Baker, Black, Sivalls & 
Bryson, Inc., Kansas City 3, Mo 
ADVERTISING MANAGER 


Wanted Advertising Manager to take over 
full responsibility for production of pro 
motional and advertising material to- 
gether with responsibility for contacts 
with advertising agency, for growing and 
progressive manufacturer dealing direct- 
ly with the retail trade on a national 
basis. Please give full details of back- 
ground and experience and salary wanted 


in first letter. Reply to 
Box 3866, ADVERTISING AGE 
11 East 47th St., New York 17, N. Y 
Advtg. Asst a $3600 
Publicity Write $4800 
Advertising Trainees $3000 
SHAY AGENCY 
30 West W ashington Chicago 2, Ilinois 


WE PLACE ONLY EXPERIENCED ADVERTISING 
PERSONNEL 
Our clients throughout 19 middle-western 
states demand proven advertising people. If 
you qualify, write for our data sheet. Your 
references will be checked 
SALES PROMOTION 


Advertising Personnel Placement Div 
1309 S. Detroit, Tulsa, Oklahoma 


ability to follow routine | 


Advertising and Promotion 

Prominent manufacturer of con- 
sumer package goods, with head- 
quarters in East. This product 
management opening requires 
broad experience in planning and || 
directing merchandising and ad- 
vertising programs. Field selling 
experience an advantage. Unusual 
growth opportunities for man who 
can demonstrate ability. Age range, 
30 to 38. “rite giving qualifica- 
tions in some detail, including 
salary requirements, to Box 7903, 
gs ag meen AGE, 11 E. 47th 

. New York 17, N. Y. 


ADVERTISING DISPLAY 
SALESMEN 


One of nation's | manufacturers 

of fine point-of-sale displays has openings 

for o few top-notch representotives in ; 

some very desirable territories. 

This is for exclusive territorial 

ments and salesmen must be creative, ex- 

perienced and have a following. Commis- 

sion basis. Fine references essential. 
Kirby-Cogeshall-Steinay Co. 

606 E. Clybourn 
Milwaukee 2, Wi i 


POSITIONS WANTED 

CREATIVE ADVERTISING MAN 
Holds key copy-contact spot in old-line 
agency—seeks job that makes fuller use 
of an unusually varied background. Heavy 
experience in farm equipment, automo- 
tive, household and industrial advertising 
Strong on visuals, Starch, Readex and 
clients say copy is very much O. K. Sales 
bear them out. Immediate salary second 
ary to long-range opportunity. Free to 
locate anywhere the Right Jeb is waiting 
Married. 38. Samples and resume sent 
on request 

Box 3875, ADVERTISING 

200 E. Illinois St., Chicago 11, 
ADVERTISING MANAGER 
36, 2 children. 10 yrs. with leading 
nat'l advertisers and agency. Knowledge 
all phases production. Skilled writer 
Univ. grad. $10,000. Prefer smaller city 
Now in S'east. Available Sept. 

Box 3876, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 

CREATIVE MAN AVAILABLE 
Outstanding record 12 years copy and ser- 
vice on Major acc ounts, experience 3 na- 
tional agencies Hard worker, sound 
writer, congenial. Location unimportant 
Married, 39, minimum $12,000 

Box 3877, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 


BUSINESS OPPORTUNITIES 
FAST GROWING TRADE PAPER seeks 
space salesman, advertising manager or 
publisher as active investor. Although 
potential is tremendous, this is no sine- 
cure, no easy road to riches. 30% in 
terest for capable man with knowledge 
of his craft, approximately $25,000. Prin 
cipals only. Write 

Box 3868, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, lll 


AGE 
ll 


Age 


WANTED 
Copy Writer 


This is a real opportunity for the 
right man. Publisher of established 
and growing national magazine 
with headquarters in the East 
wants to add to the sales admin 
istrative staff of advertising de- 
partment a man with a background 
of successful experience in adver- 
tising or publishing field. Respon- 
sibilities would include preparation 
of all forms of promotion: sales 
letters and brochures, trade ads, 
presentations. Preference for some 
one who knows selective market- 
ing. Salary commensurate with 
ability. 


Box 7899, Advertising Age 
11 E. 47th St., New York 17, N. Y. 


NATIONAL MAGAZINE PRINTER 
Has Limited Amount of Open Time | 
on new 2 color and 5 color heat set rotary 


presses delivering folded signatures 
standard magazine size of 8.” 


in 


x 11%”. | 


Advertising Age, July 2, 


1951 


Photo Suppliers’ 
Slogan Introduced 
by Gourtain-Cobb 


Cuicaco, June 27—“Send a snap- 
shot with every letter” is a new 
slogan originated by Gourfain- 
Cobb Advertising Agency here to 
be used in a promotion for photo- 
graphic supply dealers. 

Some time in July, the agency 
will have a promotional kit, which 
will cost $5, ready for dealers. 
The kit contains window displays, 
streamers, counter cards, rubber 
stamps for printing the slogan, 
manufacturers’ literature, 2,500 
gummed labels, inserts for photo- 
finishing envelopes, mats to be 
used along with the dealer’s regu- 
lar advertising, and ideas for spot 
| radio commercials 
| The theme was introduced to the 
trade last March at the Master 
Photo Dealers & Finishers Assn. 
meeting in Atlantic City by V. L. 
“Doc” Sprague, Gourfain-Cobb’s 
merchandising consultant, and 
since then the agency reports that 
dealer requests have been pouring 
in steadily. Gourfain-Cobb, which 
handles several photographic sup- 
ply accounts, hopes that “send a 
snapshot with every letter” will be 
to photographic supply dealers 
what “Say It with Flowers” has 


been to florists. 


| N.Y. Publicity Club Elects 


Dorothy Powell, New York City 
campaign director of the Disabled 
American Veterans Service Found- 
ation, has been elected president of 
the Publicity Club of New York. 
She succeeds Austin J. Scannell, 
assistant publicity director of Bat- 
ten, Bartgn, Durstine & Osborn 
Other offiters elected are: Henry 
Schapper of Ira Mosher Associates, 
Ist vice-president; Ruth Lundgren, 
who heads her own public rela- 
tions company, recording secre tary, 
and Stephen E. Korsen, head of 
the press section of the public re- 
lations department of the Borden 
Co., treasurer 


Industrial Admen Elect 

Carl McWade, advertising man- 
ager of Skilsaw Inc., has been 
| elected president of the Chicago 
| Industrial Advertisers Assn. Other 
officers elected are: William E. 
Geidt, advertising manager of In- 
land Steel Co., H. A. Countryman, 
advertising manager of the indus- 
j trial division. of Crane Co., and 
Gordon Mack, McGraw-Hill Pub- 
lishing Co., vice-presidents, and 
Quinten Kenny, of Lindberg En- 
gineering Co., secretary-treasurer. 


Also facilities for other types of printing. | “L. A. News’ Promotes Crew 


If you are interested in long term contract 


‘or highest quality work at price: made 


James Emil Crew, in the circu- 
lation department of the Los Ange- 


possible by most modern equipment, reply | | les Daily News, has been promoted 


giving name and print order of publication | 
j and we will formulate attractive proposal. | ~ 


Box 7898, Advertising Age 


200 E. illinois St., Chicago 11, II! 's 


HERE’S AN ASPIRIN 

for your agency's publicity 
headaches! New service can handle 
publicity for clients of midwest 
agencies save you the expense 
and headaches of maintaining your 
own publicity dept. Thorough knowl- 
edge of agency publicity field 
four years P.R. director of national 
ad agency. Broad experience guar- 
antees your clients’ satisfaction 
Thirteen years in newspaper work 
and publicity food, industrial, 
consumer goods, association, public 
service. To turn out better adver- 
tising, free yourself of publicity 
problems. For information write 
Box 7902, Advertising Age, 200 East 
Illinois St., Chicago 11, Ili 


PAY AS YOU SELL RADIO 


Sell your product by radio and pay on 
a basis of each sale! Over 400 radio sta- 
tions conduct no-money- w dam 4 
We have complete list of stations and 
other information telling how to pro- 
ceed, etc. Write today for FREE litera- 
ture. RADIO SALES, Harlan, Iowa. 


POINT-OF-SALE 
DISPLAY DESIGNER 


Experienced mon with modern ficir. Must 
have knowledge of advertising, good de- 
sign, construction, cordboord, and other 
materials. Good opportunity 

BERGER-AMOUR STUDIOS (crectors ond 
producers of Displa-Mobile) 107 Ww. 
Wacker Drive, Chicago. CEntral 6-4310. 


| to circulation manager. 


Transit advertising salesmen 
wanted. Salary from $3600 to $10.- 
000. Experience in selling car ad- 
vertising a requisite. Reply in 
detail enclosing photograph and 
indicating possible preference of 
location among the following: 
New York City, Chicago, Detroit, 
Boston, Philadelphia, Washington, 


Baltimore, Richmond, St. Louis, 
<ansas City, Atlanta, Nashville. 
Reply to Box 7901, VERTIS- 


ING AGE, 200 E. Illinois St., Chi- 
cago 11, Ill 
Distinctive 


FA ART 


Authentic, realistic, farm animal il 
lustretion for posters. booklets. eds 
etc. Reasonably priced, quick serv- 
ice, layouts submitted. Nationally 
mized artist. Write for samples 


COPYBRITER with mid-west branch 
top billing agency wants congenial 
connection anywhere. 11 yrs. writ- 
ing and selling big accounts. Earn- 


ings now pushing $10,000. 36, mar- 
ried. Box 7900, Advertising Age, 
Chicago 11, Ill. 


200 E. Illinois St., 
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Along the Media Path 


eChanges in consumer buying 
preferences and dealer distribu- 
tion are reflected in the 1951 Con- 
sumer Analysis of the Spokane 
Market, published by the Spokes- 
man-Review and Spokane Daily 
Chronicle. 

The book presents, in addition to 
total Spokane urban market in- 
formation, separately tabulated 
findings for the Spokane urban 
outside market and for the Spo- 
kane ABC city zone. The 1951 
data are shown together with the 
results of the surveys conducted 
in 1950 and 1949. 

Fifth in a series of annual re- 
ports, the 1951 survey was made 
for the newspapers by the market 
research division of R. L. Polk & 
Co., Detroit, and like the preced- 
ing studies, was conducted by per- 
sonal interview among the urban 
residents of the Spokane market. 


@ American Girl reports that its 
total advertising linage gain for 
the 12 months ending 
1951, is 30.5% above linage for the 
same period in 1949-50. 


e Fact Finders Associates has is- 
sued a new study, the “New Jersey 
Brand Preference Survey,” in co- 
operation with Greater Weeklies 
Associates Inc., New York. The re- 
sults are based on studies of 14 
representative non-metropolitan 
New Jersey towns, and cover auto- 
motive, food, drug, soap, appliance, 
insurance, tobacco and miscellane- 
ous classifications. 


e@ Sales personnel of the Crosley 
Broadcasting Corp. in Cincinnati, 
Chicago and New York were in- 
wroduced to (he company’s summer 
radio and TV plan—*Operation 
Sunburst’—via closed circuit co- 
axial cable hookups. The “show,” 
featuring top sales and program- 
ming brass of Crosley, described 
a sales incentive plan and pro- 
gramming techniques designed to 
make this summer a hot one for 
Crosley sales. 


e Henry Rosenfeld’s high-style 
dresses at modest prices were fea- 
tured in a spread in the April is- 
sue of Woman’s Home Companion. 
Results, according to a brochure 
on the promotion issued by the 
magazine, were sales of $550,000 
worth of dresses. The booklet il- 
lustrates examples of local tie-ins 
and results in selected markets. 


e “The Story Behind a Foreign 
Story,” a 20-page booklet showing 
how Business Week foreign cor- 
respondents lay the groundwork 
for a typical world-wide roundup 
article, has been issued by the 
publication. The subject covered 
in the booklet is, “How hot is the 
war scare blowing now?” 


e@ Time’s latest promotion broad- 
side consists of a wheel, with a 
dial on each side, designed to eval- 
uate advertising in terms of price- 
per-thousand consumer units. The 
wheel, through windows in the 
dial, offers specific data on what 
an advertiser buys for his money. 
For example, Time says, “If you're 
selling appliances, Time delivers 
families who bought 954,600 ma- 
jor appliances in 1949.” 

On the reverse side of the wheel, 
the dial compares income, appli- 
ance ownership, home ownership 
and stock and bond ownership 
data of Time families with U.S. 
families as a whole. Copies of the 
“Rough, Round Ready Measure” 
wheel are available from Time’s 
advertising director, Harry Phil- 
lips. 


e “Buying Influences Related to 
the Purchase of Metal Cleaners” 
is the title of the latest report is- 


in June,’ 


sued by the market research di- 
vision of Iron Age. The study 
shows the pattern of buying in- 
fluences involved in the selection 
of metal cleaning compounds used 
in production operations in metal- 
working plants. 


e Rather than cut the size of its 
editions because of a critical short- 
age of newsprint, the San Fran- 
cisco Progress, one of the largest 
weekly papers in the country, has 
decided to “shut up shop and go 
fishin’” during the period from 
June 30 through July 14. Nearly 
100 employes will take two weeks 
off. Advertisers, the Progress re- 
ports, are very understanding. 


e Revista Rotaria, Spanish-lang- 
uage edition of The Rotarian, will 
change its cover design and mod- 


ernize its inside type dress, ef- 
fective with the July issue. Logo- 
type and titles are being moved to 
the top of the cover. Inside, column 
headings are being redesigned and 
Bodoni is replacing the Garamond 
faces formerly used. The Rotarian 
underwent a similar face lifting 
last month. 


e The planning and traffic divi- 
sion of the Pennsylvania depart- 
ment of highways, in cooperation 
with the Commerce Department's 
bureau of public roads, has issued 
a report on a traffic survey of the 
Johnstown metropolitan area. 
Traffic flow maps and similar data 
are available through the Johns- 
town Poster Advertising Co., 301 
Central Ave., Johnstown. 


e True Story Women’s Group is 
making final arrangements for the 
publication of a magazine audience 
study using a new “filter” tech- 
nique. The study, conducted by 
Archibald Crossley, is based on 
more than 1,000 families in the 
Cincinnati urban area, using a 


sample prepared by the Census 
Bureau. 

Reading habits of all women 15 
years of age and above in the 1,000 
families studied will be shown, for 
15 magazines, by age of housewife, 
size of family, number of children, 
income, etc. Tabulations also will 
show inter-duplication between 
magazines. The new “filter” sys- 
tem has six successive steps and 
eliminates the necessity for show- 
ing large numbers of magazines 
to respondents. 


@ The School Executive has an- 
nounced two contests—-one for 
architects for best school designs, 
and the other for school systems 
contributing most to improvement 
of local community living. Five 
awards, consisting of bronze 
plaques and citations, will be made 
for each group. 


e@ The Daily Journal, Rapid City, 
S. D., celebrated its diamond jub- 
ilee June 10 with a special 112- 
page edition which included a re- 
print of the first edition and his- 


47 


torical material, as well as a re- 
view of business and industry in 
the area. 


@ Wallaces’ Farmer & lowa Home- 
stead has issued a compilation of 
preliminary Census of Agriculture 
data covering electricity, tele- 
phones and electrical equipment 
on lowa farms. 


e@ During the first quarter of 1951, 
Modern Romances carried 59% 
more food and home furnishing 
products’ advertising than in the 
same 1950 period. An earlier item 
here (AA, June 18) erroneously 
gave the impression that the mag- 
azine’s total advertising linage was 
up 59%. 
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Have you considered using Kimberly-Clark coated papers?” 


"TM REG. U.S. PAT. OFF. 


Fully-coated Kimberly-Clark printing papers will add crisp 
freshness and sparkling new eye-appeal to your reports, adver 
tising pieces, brochures and house organ — often at remarkable 
savings in cost. Today — ask your buyer or printer to see new 
Hifect®” Enamel, Trufect*, Lithofect” Offset Enamel and 
Multifect*— and compare them with the paper he is now using. 


KIMBERLY - CLARK CORPORATION, NEENAH, WISCONSIN 
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16% 


\ 76% of the qualified readers 


Read the Advertisements 


Only 1% of the qualified 
readers did not read any 
of the ads measured in 
AMERICAN BUILDER 


| A 


Specify Brands of Products 


81% of AMERICAN BUILDER 
readers are infivential in 
purchasing, and specify 
mokes or brands 


Read Every Issue 


89% of home subscribers 
interviewed stated they 
read every issue of 
AMERICAN BUILDER 


Read Highest Scoring Ad 


read and remembered 
the highest scoring 
advertisement P og 


More than 


92.000 


top Building 
Professionals read | 
AMERICAN BUILDER 


ve 


Now Available @ 


tion's 192-page readership 
study of American Builder. 
Write for your copy te j 


american © O 


BUILDER 


The Readbook of the 
L ht: Construction tndustry 


TV Shows Off for Summer Have 


Harder Competition in the Fall 


By Bruce BRADWAY 

Cuicaco, June 27—Television 
programs which cortinue on the 
air during the summer are in a 
better position to meet competi- 
tion in the fall than shows which 
take the summer hiatus, accord- 
ing to a special analysis of Video- 
dex ratings completed by Jay & 
Graham Research Inc. for ApvER- 
TISING AGE. 

Any study of program ratings 
must consider a number of vari- 
ables—day of telecast, time of tele- 
cast, competitive programs, impor- 
tance of a “franchise” on a time 
spot, length of show, etc. Despite 
these variables, however, Jay & 
Graham found impressive evidence 
indicating that shows which con- 
tinue during the summer do a bet- 
ter job for their sponsors in the 
fall. 


s The analysis was undertaken to 
discover the answers to two ques- 


| tions frequently asked by Video- 


;@ Asa 


dex clients: 

1. What is the audience size of 
summertime TV (i.e., how many 
homes are reached per dollar ex- 
penditure)? 

2. What is the effect on the fall 
and winter viewing patterns of 
decisions made about summertime 
TV? In other words, how might 
decisions about summertime tele- 
vision affect competitive audience 
positions in the fall or the suc- 
ceeding “entertainment year’? 


basis, the company used 


| Videodex rating data on 47 indi- 


vidual network programs which 
could be compared for three sea- 
sons—spring (April-May), sum- 
mer (July-August) and fall (Octo- 
ber-November)—of 1950. 

The average rating of these 47 
programs in the spring was 16 
(16% of the TV homes which could 
have received the program). In 
summer, the average rating of the 
same 47 shows decreased to 13. In 
the fall, it increased to 13.8. 


@ Although the average program 
rating declined 18.8% in the sum- 
mer months, many of the shows 
had high summer ratings. In fact, 
the average Monday show and the 
average Saturday program had 
higher ratings in summer than they 
did in spring: 
AVERAGE RATING 


Spring Summer Fall 
Sunday (7 programs) 19.3 15.7 17.5 
Monday (4 programs) 83 43 103 
Tuesday (3 programs) 16.5 W9 125 
Wednesday (6 programs) 236 188 180 
Thursday (5 programs) 236 170 199 
Friday (6 programs) 13.6 90 13 
Saturday (6 programs) 96 13 106 
Multi-weekly (10 programs) 13.8 81 ld 
Average (47 programs) 16.0 130 138 


Eight of the 47 shows were chil- 
dren's programs. These declined 
more than any other type of show. 
Summer ratings were off 47% 
from the spring ratings. In spring, 
the eight shows’ average rating 
was 19.6; in summer it was 10.4, 
and in fall, 15.3. 

Programs which increased audi- 
ences in the summer include: Al 
Morgan (7.8 to 149); “Voice of 
Firestone” (9.5 to 11.7); DuMont 
Wrestling (10.9 to 22.0); “Who 
Said That?” (4.9 to 8.6); “Hands 
of Mystery” (8.5 to 10.2); and 
Cavalcade of Stars” (14.1 to 21.2). 


e An important factor, which con- 
tributes to the findings outlined, 
is the pattern of “sets-in-use” dur- 
ing the evening. This pattern shows 
definite variations in different 
markets. In the Midwest, for ex- 
ample, the number of sets in use 
at 10 p.m. in summer was larger 
than the number in use at 8 p.m. 
Pleasant early evening weather, 
use of films by local stations and 
the attraction of “Broadway Open 
House” 


contributed to this result mr. 1. Magination 


In 1950, the following data were 
compiled: 


"> TV Homes 

Sets in Use 
June duly 
8 om 51.6 39.6 
10 p.m 44.7 43.8 
In midwestern cities where 
“Broadway Open House” was 


aired at 10 p.m., the average set 
owner watched the show two or 
three times a week. These included 
Cincinnati, Columbus, Dayton and 
Detroit. 

In general, Jay & Graham found 
that TV viewers tend to establish 
a viewing pattern—certain eve- 
nings and certain time spots are 
selected during the summer—and 
that these viewing patterns carry 
over from summer into the fall. 


s Programs that took a summer 
hiatus dropped a larger share of 
audience from late spring to early 
fall than programs which contin- 
ued during the summer. Shows 
that were off for the summer and 
then returned to the air against 
new competition suffered most of 
all. 
These conclusions are based on 
a comparison of the ratings of the 
47 “non-hiatus” shows with 34 
network programs that were off 
the air in summer. Although the 
programs taking a vacation had 
higher ratings (and usually were 
more expensive), their relative de- 
cline was greater than for shows 
which continued through the sum- 
mer. Thus: 
Average Rating 
Spring. ‘SO Fall, ‘50 


Summer Telecasts (47 Shows) . .16.0 13.8 
Summer hiatus (34 shows) . 24.1 20.3 
The difference in percentage 


drop of audience between the two 
groups is not startling, obviously. 
But the important factor in com- 
paring the two groups is the ques- 
tion of whether or not the respec- 
tive programs met new competi- 
tion in the fall. 


@ Videodex data show that 32 of 
the 47 shows aired all summer and 
26 of the 34 hiatus shows had new 
network competition in the fall. A 
total of 34% (11 out of 32) of the 
all-summer programs had higher 
ratings in fall than in spring, while 
only 15% (four out of 26) of the 
hiatus programs had larger audi- 
ences in fall than in spring. 

There is nothing in the record, 
which denies the axiom that the 
“good” television program will at- 
tract a large audience. But the 
data indicate that advertisers 
might well consider the fact that 
such “good” shows require months 
—and frequently heavy promotion 

to overcome competition from 
programs which have continued 
on the air during the summer and 
built an audience following. 

The following shows are ex- 
amples of programs which took a 
summer hiatus in 1950. Although 
their fall, 1950, ratings were lower 
than their springtime, 1950, rat- 
ings, they gradually increased 
audiences from fall of 1950 to 
spring of 1951. The programs, with 
the fall, 1950, and spring, 1951, 
ratings are: 


e “Aldrich Family” (22.8—25.9); 
“Talent Scouts” (38.9—448); 
“Lights Out” (25.6—33.2); “The 
Goldbergs” (21.9—29.8); “Studio 
One” (24.2—-30.9); “Fireside Thea- | 
ter” (34.6—42.0), and “Man 
Against Crime” (26.0—34.4). 
Spring and fall Videodex ratings} 
of television shows which had the 


same competition in fall as in 
spring were: 

SUMMER HIATUS 

Higher in Fall— } 
Celebrity Time (14.7—15.3) | 
Int'l. Boxing Ciub (12.3—-22.3) 
Ken Murray Show (16.5—24.4) 
Mrs. Roosevelt ( 58— 3.6) 


Lower in Fall— | 


(1L8— 6.6) 


MORE CAKE—Pillsbury Mills chocolate and white cake mix packages, 
to picture a good-size slice of coke, now 


moved. All other features of the old 
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WHITE 


Cake MIX | 
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which used 
show the whole cake with one slice re- 
package design have been retained. 


Fred Waring 
Garroway at Large 
Mohawk Showroom 


SUMMER TELECASTS 


Higher in Fali— 
Lamp Unto My Feet 
Meet the Press 
Al Morgan Show 
Voice of Firestone 
Who Said That 
Lower in Fall— 
Philco TV Playhouse 
Wrestling, ABC 
Break the Bank 
Lone Ranger 
Amer. Forum of Air 
TV Teen Club 
Wrestling, OuMont 
Howdy Doody 
Small Fry Club 
Cactus Jim 


(18.2—17.0) 
(25.9-—19.0) 
(12.0—10.1) 


( 12— 2.1) 
( 3.6— 4.1) 
( 7.8— 9.4) 
( 9.5—12.4) 
( 4.9—10.3) 


(37.8—34.9) 
(14.6—10.4) 
(27.3—21.5) 
(32.8—26.1) 
( 3.4— 2.4) 


.(11.1—10.4) 


(13.3—11.4) 
(25.1—17.0) 
(10.5— 6.6) 
(20.9—19.1) 


@ Programs which returned in the 


fall facing ne 
tion, 
fall, 1950, were: 
SUMMER HIATUS 
Higher in Fall— 
This Is Show Business 
Famous Jury Trials 
Mama 
Twenty Questions 
Lower in Fall— 
Whiteman Revue 
Aldrich Family 
Youth on the March 
Talent Scouts 
Lights Out 
The Goldbergs 
Studio One 
Texaco Star Theater 
Fireside Theater 
Suspense 
Blind Date 
Kay Kyser 
Holiday Hotel 
Roller Derby 
Martin Kane 
Wayne King 
Man Against Crime 


w network cumpeti- 
with ratings for spring and 


(20.8—21.9) 
( 8.5—10.4) 
(27.1—30.4) 
( 9.9—14.1) 


(15.1—13.8) 
(30.4—22.8) 
( 3.1— 2.5) 
(53.9-—38.9) 
(35.1—25.6) 
(34,.9—21.9) 
(35.5—-24.2) 
(65.7—55.6) 
(36.7—34.6) 
(33.4—23.3) 
(17.7—13.4) 
(29.2—22.5) 
(17.2—10.3) 
(13.1— 9.7) 
(33.9—27.9) 
(29.8—27.4) 
(28.3—26.9) 


Ford Theater (34.1—21.0) 
Versatile Varieties (18.5—12.7) 
The Clock ; (17.9—15.0) 
Saturday Night Revue (35.1—29.4) 
Kukla, Fran & Ollie (18.7—15.4) 


SUMMER TELECASTS 
Higher in Fall— 


Leave it to the Girls (15.8—18.9) 
Mysteries of Chinatown ( 48— 7.2) 
On Trial ( 14— 3.2) 
The Show Goes On (11.2—13.3) 
Alan Young Show (19.2—20.8) 
Hands of Mystery ( 85—11.0) 
Quiz Kids (12.2—13.3) 
Inside Detective ( 6.3—10.8) 
Cavalcade of Stars (14.1—22.1) 
Magic Cottage ( 8.1— 9.7) 
CBS News ( 89—1L1) 
Lower in Fali— 
Super Circus (26.2—20.3) 
Toast of the Town (45.6—34.9) 
Wrestling, DuMont (10.9— 9.1) 
Court of Current Issues ( 15— 12) 
Cavalcade of Bands (18.8—12.5) 
Original Amateur Hour (29.2—23.8) 
Godfrey & Friends (48.7—33.7) 
Plain Clothesman (10.7— 9.7) 
Kraft TV Theater (38.6—26.5) 
Stop the Music (38.9-—28.0) 
Morey Amsterdam Show (15.9—11.2) 
We, the People (22.4—19.7) 
People’s Platform ( 5.5— 2.6) 
Cavalcade of Sports (30.0—19.4) 
Capito! Cloakroom ( 28— 18) 
Hollywood Screen Test ( 9.5— 6.6) 
Homemakers Exchange ( 42— 2.7) 
Vanity Fair ( 3.9— 2.3) 
Lucky Pup (15.9—11.4) 
Captain Video (16.9—12.0) 
Came! News Caravan (23.8—19.0) 
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'GORR PRINTING co. 
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OFFSET LETTERPRESS PRINTERS SINCE 


makes ordering 
type a enennt 


chore....." 


“Once in a while we find ourselves in a tight 
spot—our need for fast, efhicient type service more urgent 


than usual because of a short closing publication. 
But we never worry—Warwick always comes through! 


“Warwick seems to have that uncanny knack of 

following directions, whether explicit or implicit, 

just exactly right, no matter how rushed or “different” a 

job is. It certainly makes the ordering of type a pleasant chore 
and is one of the main reasons ‘Warwick’ has always 

meant ‘good typography’ to us.” 


Warwick serves Advertising Agencies, Printers, 
Artists, and Manufacturers in 24 states and 
Mexico. If you have a typographical problem 


mail it to us for fast, efficient help. 


Write 


for new type specimen book. 


WARWICK rvpocrapuers, inc. 


920 Washington Avenue * St. Louis, Mo. 
- overnight by rail and air from nearly all U. S. 
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Newspaper Rates 
Must Be Raised, 
Admen Are Told 


(Continued from Page 1) 
quickly.” If rates are increased, he 
explained, some volume might be 
lost, but that would not be all to 
the bad. In recent years, more and 
more newspaper space has been 
devoted to advertising, less and 
less to editorial content. With more 
editorial content, he asserted, 
readers would probably buy more 
newspapers and circulation in- 
come would then pick up. 


s Another case for higher rates 

but applied to large department 
stores now benefiting from retail 
volume discounts—was made at 
the Monday afternoon session by 
Clyde Bedell, Park Ridge, Lll., re- 
tail advertising consultant. His 
talk, in many respects like that 
of Mr. Weis, is reported on Page 2. 

Other speakers at Monday's ses- 
sions included: 

Wesley I. Nunn, advertising 
manager, Standard Oil Co. of In- 
diana, Chicago, and a director of 
the Advertising Council, who urged 
more participation in the council's 
programs, particularly by using its 
newspaper mat service and by 
publishing more advertisements as 
a public service or getting local 
companies to co-sponsor them. 

H. C. Bernsten, Pacific Coast 
manager, BofA, who gave an off- 
the-record talk on radio surveys of 
Advertising Research Bureau Inc., 
which has sought to show the rela- 
tive power of radio vs. newspaper 
space in pulling customers to de- 
partment stores. 


e James B. Wilson, vice-president, 
D’Arcy Advertising Co., St. Louis, 
who said most problems confront- 
ing newspapers are primarily of a 
political nature and can best be 
overcome by overcoming bureau- 
cratic government. 

Paul C. Smith, editor and gen- 
eral manager, San Francisco 
Chronicle, who spoke on his ob- 
servations made in Korea and 
elsewhere on matters affecting 
world affairs. 

Leon Kondell, local advertising 
manager, Herald-News, Passaic, 
N. J., who discussed bonus incen- 
tives for space salesmen re- 
ported by NAEA members. 


as 


@ Winding up Monday's sessions 
was a series of reports on servicing 
and selling run-of-paper color. 
Stanley A. Ferger, advertising di- 
rector, Cincinnati Enquirer, pre- 
sided 

How the Chicago Tribune sells 
color advertising to national ad- 
vertisers was explained by Paul 
Fulton, retail ad manager of the 
newspaper. He said all Tribune 
presentations are tailor-made for 
the advertisers. One point stressed 
to advertisers is that, although the 
Tribune carried 329 color pages in 
1950 and will carry even more 
r.o.p. color this year, there are 
so many more b&w ads that the 
color advertiser dominates. Among 
products with outstanding sales 
successes due to color ads in Chi- 
¢ago, he said, have been Red Heart 
dog food (sold 1,500,000 cans), 
Broadcast corned beef, Nucoa mar- 
garine, Squirt (added more than 
1,000 outlets with only two ads), 
several grocery chains, etc. 

Joseph A. Lubben, business man- 
ager, Dallas News, said that his 
newspaper in the three years it has 
run r.o.p. color has proved to 
many large and small Dallas ad- 
vertisers that color has a wa” 
of bringing tremendous increases 
in sales that cannot be gained by 
b&w ads. It is especially effective 
in building mail order volume for 
stores, because the customer can 


> 


if 


NEWSPAPER MEN LISTEN—At the Monday luncheon session of 
the Newspaper Advertising Executives Assn. meeting in Denver 
last week, the speaker wos Pau! C. Smith, editor and general 
manager, San Francisco Chronicle. Listening are Palmer Hoyt, 
editor and publisher, Denver Post; James B. V/ilson, vice-president, 


see the actual color of shoes, stock- 
ings and other items she wants to 
buy. 


@ Tuesday morning was turned 
over to NAEA’s “more profits for 
newspaper advertisers” committee, 
formed in 1950 to encourage news- 
papers to give presentations to 
wholesalers, jobbers and other 
sales representatives of advertisers 
in order to point out the impor- 
tance of newspaper advertising 
and secure the salesmen’s coopera- 
tion in merchandising ad materials 

J. Garrett Noonan, ad director, 
Louisville Times and Courier- 
Journal, chairman of the commit- 
tee, pointed out that only about 120 
newspapers and newspaper organ- 
izations have obtained (for $7.50) 
the Bureau of Advertising’s full- 
color slide film, “The Greatest 
Show on Earth,” which shows 
sales groups the value of news- 
paper advertising. 

John Ottinger, director of sales 
development, BofA, showed the 
film and explained exactly how 
to present it; Robert H. Lampee, 
assistant ad director, Pittsburgh 
Post-Gazette, presented a revised 
version of the film which his paper 
made for Chef Boy-Ar-Dee foods; 
Russell W. Young, ad manager, 
Seattle Times, reported that re- 
action to the film has been univer- 
sally favorable from brokers, 
wholesalers and others who have 
seen it, and James A. Black, ad 
manager, Forum, Fargo, N. D., said 
that showings of the film by his 
staff have been particularly effec- 
tive in teaching “district man- 
agers” that magazines do not have 
as wide coverage in their markets 
as commonly supposed. 


e Two manufacturers’ spokesmen 
commented at the meeting on the 
newspapers’ efforts—and lack 
thereof—to merchandise ad cam- 
paigns. Arthur Dimond, ad man- 
ager, H. J. Heinz Co., Pittsburgh, 


presented the advertising man- 
ager’s viewpoint, and Marshall 
Lachner, general sales manager, 


grocery division, Colgate-Palmdl- 
ive-Peet Co., Jersey City, gave the 
sales manager’s viewpoint. Both 
complained that too few papers are 
helping their clients put over ad 
campaigns to dealers. 

A revolution in the mechanics 
of retailing, Mr. Dimond observed, 
has taken place in recent years. 
There has been a “narrowing of 
the actual quality gap among com- 
peting products”; consumers are 
more sophisticated and better edu- 
cated—and accordingly more dif- 
ficult to impress by advertising; 
they are both younger and apt to 
live longer (“customers are cus- 
tomers half again as long”); and 
a manufacturer's success hinges 
more today than ever before on 
getting the cooperation of dealers 
in displaying and selling his prod- 
uct. 


@ Media now “going to town” in 
food business, Mr. Dimond de- 
clared, are those that sell their own 
ability to induce dealers to make 
the product available to the con- 
sumer. Proof that the manufac- 


. pons. 


Oil of Indiana. 


turer advertises to the consumer is 
no longer enough to obtain dealer 
interest, he said. It is also neces- 
sary to convince dealers that the 
particular medium chosen is out- 
standing. 

In merchandising campaigns to 
dealers, Mr. Dimond said, many 
newspapers are doing little or 
nothing. These papers, he said, 
appear to be unaware that, with 
Heinz and other companies, news- 
papers cannot be used “without the 
composite endorsement of sales 
organizations, and that support is 
only as strong as its weakest link 
We can use newspapers only as 
long as our salesmen are convinced 
newspapers are doing the best job 
on the grocer.” 


e Mr. Lachner’ conceded that 
newspapers have done excellent 
market research for Colgate, and 
in some markets have contributed 
considerable free merchandising 
service in connection with Col- 
gate’s couponing campaigns—but 
his compliments ended just about 
there. (At last winter’s annual 
NAEA meeting, the members re- 
ceived somewhat similar treatment 
from Colgate’s director of media, 
Ralph Robertson. AA, Jan. 29.) 

“Your letters and broadsides are 
generally ineffective,” he declared, 
and went on to make the general 
point that newspaper admen’s lack 
of initiative has forced Colgate to 
take over many space-selling jobs 
that properly belong to newspa- 
pers. 

“Your shows here [i.e., the slide 
films to influence dealers and sales 
groups} are just a first step,” he 
said. “You're just beginning to 
walk.” He suggested that news- 
papers: 


e 1. Expand annual grocery sur- 
veys to a monthly basis. This 
would be costly, he conceded, but 
would bring in additional adver- 
tising. 

2. Set up merchandising depart- 
ments to induce grocers to use 
display materials when ad cam- 
paigns are under way. 

3. Make up revised route lists, 
classified by dollar volume 

4. When a new Colgate campaign 
is “awarded,” come to Colgate with 
suggestions on how to put over the 
drive with retailers; don't leave 
all the details up to Colgate, which 
he said has often had to go to great 
lengths to get newspaper coopera- 
tion. 

5. Learn about Colgate’s cooper- 
ative ad contracts. Colgate has 
spent $21,000,000 in newspapers in 
the past two years, “the impetus 
coming from the field,” he said 

6. After Colgate obtains grocers’ 
agreements to run co-op copy, fol- 
low through to see that the grocers 
keep their agreements. 


e Mr. Lachner said that his com- 
pany “puts out millions of coupons 
a year” but, even though the bar- 
gains offered range up to 50% 
savings, too few people were 
found to be redeeming the cou- 
A survey he made had 
showed most of those not redeem- 
ing the coupons feared that the 


D’Arcy Advertising Co.; 
Sun-Times, o.d 2nd v.p. of NAEA; Mr 
advertising director, Madison, Wis., Newspapers and president of 
the NAEA; and Wesley |. Nunn, advertising director, Standard 


Lovrence Knott, ad director, Chicago 
Smith; Lovis E. Heindel, 


retailer was not receptive to them. 
“We decided we would have to tell 
the housewife she was welcome at 
the store,” he said, and in connec- 
tion with a Chicago couponing, 
Colgate men sold 1,100 grocers “at 
$3.75 a mention” on running a 
tie-in ad. In other campaigns, Col- 
gate had persuaded chains to run 
extra newspaper space mentioning 
coupon redemptions. All this work 
by Colgate, which benefited news- 
papers, should have been done by 
the newspapers, he said. 


s Also speaking 
morning session 
dang, promotion manager, Phila- 
delphia Bulletin, who spoke on 
“How to use the census to build 
linage.”” He used slide films to 
show promotional uses of census 
data by his own paper and by the 
News, Charlotte, N. C., and Rec- 
ord-Herald, Wausau, Wis 

The story of Crosley refrigerator 
sales achievements and goals was 
told at Tuesday's luncheon by 
W. A. Blees, vice-president and 
general sales manager of Crosley 
division of Aveo Mfg. Corp., Cin- 
cinnati. 

In 1948, he said, Crosley was 
llth in refrigerator sales. It had 
only a dozen salesmen. It designed 
a model with the first door space 
for foods that was definitely, Mr 


at the Tuesday 
was Barry Ur- 


Blees said, the best bargain for 

the hard-working housewife. 

@ His strategy had included: 
Hiring away young salesmen, 


“the second-line men,” from other 
companies. They are better than 
older men, being less bound by old 
habits, and are not expensive to 
hire, he observed. 

Picking Frigidaire, the leader 
in the field, as an opponent. If he| 
could lick Frigidaire, he said, he 
would automatically take care of 
the other competition, and by 
picking the leader as an antagonist 
he gained dealer sympathy 

Putting on a $2,000,000 giveaway 
of Crosleys (he persuaded the 
dealers to give them away and it 
cost Crosley about $168,000—the 
difference between $2,000,000 and 
the value of the 6,800 $300 refrig- 
erators). This was done because 
in the’postwar period it is neces- 
sary to “shock” the public in order 
to attract attention 

Using newspapers and a 
other media consistently 


few 


e All this, he said, had brought 
Crosley up to second place in the 
field for four months until govern- 
ment restrictions on materials 
forced Crosley to cut output and 
go into third place behind Frigi- 


daire and General Electric. Mr 
Blees said he is fully convinced 
that, had government allocations 


of materials not occurred, Crosley 
would be in first place now 

He said that Crosley’s current 
experiments—now going on in 14 
markets—with highly integrated 
13-week multi-media campaigns 
have proved highly successful. 
Sales have doubled or tripled in 
the test markets, he said, and “with 
planned advertising we will spend 
three times as much for advertis- 


49 


ing.” Newspapers have cooperated 
in the tests, he said, but newspa- 
pers in general do not do a good 


job helping advertisers sell the 
dealer. 

He criticized newspapers, also, 
for charging only local rates “to 


Sears, which may have six or seven 
stores,” while charging the national 
rate to Crosley, which has as many 
dealers in a given market. Other 
media, he said, give discounts for 
continuity, and newspapers should 
offer the local rates to national 
advertisers who run 90-day cam- 
paigns 


e At the final session Wednesday 
morning, NAEA’s Treasury De- 
partment committee and officials 
of the advertising department of 
Treasury's savings bond division 
put on a repeat peformance of their 
last joint meeting in Washing- 
ton to inform members of develop- 
ments in selling savings bond ads 
Treasury officials included Elihu 
Harris, ad director; Paul M. Elli- 
son, associate ad director; H. A 
Bevermann, chief of newspaper 
advertising, and his assistant, H 
Cc. Young 

A detailed account of how the 
Birmingham News sold a 52-page 
series of savings bond ads, bring- 


ing in $32,000 to the paper, was 
given by W. F. Aycock of the 
News. Any newspaper, he said, 


can ‘sell bond advertising, and the 
amount will depend only on the 
enthusiasm for selling it. 


e The NAEA members heard somie 
final criticisms at the session whan 
Lee P. Henrich, director of adg- 
vertising, Hart Schaffner & Mafx, 
Chicago, told them that their sales 
representatives have not educated 
retail stores on the advantages of 
advertising men's clothes, have apt 
taken the trouble to learn mu@h 
about the men's wear field, have 
not done much to explain to m- 
tailers how to advertise properly, 
and have even interfered with uBe 
of manufacturers’ dealer aid maf®- 
rials. 

He said that when his compaihy 
recently prepared a full-color 
for newspaper use, retailers in iy 
cities paid for the ad, “largdly 
through our own effort.” He said 
that in 59 other cities where Hart 
Schaffner & Marx clothes are sald 
and where there are full-color 
printing facilities, newspapefs 
made no effort to find out how o 
arrange to run the color ad—afid 
in many cases, Mr. Henrich sald, 
the papers did not reply to his 
letters suggesting that the business 
was available. 


e Harold S. Barnes, director of the 
Bureau of Advertising, warned the 
ad execs that, although the news- 
paper industry “stands at the top 
of the media heap” for the second 
successive year, “when you're on 
the pinnacle, there's only one way 
you can go from there—and that's 
down. To stay at the top, you can’t 
let down.” 

Newspapers, he explained, 
should not forget that perhaps 
their toughest “competitor” is their 
own weaknesses. Some weaknesses, 
he pointed out, had been explained 
by previous speakers; others just 
as important “are the little day- 
to-day things, the prompt and 
businesslike handling of routine 
matters.” 

John F. Lewis, advertising man- 
ager, St. Paul Dispatch and Pio- 
neer-Press, reporting as chairman 
of the NAEA-NRDGA committee, 
said that the National Retail Dry 
Goods Assn. promotion committee 
had recently agreed to an NAEA 
suggestion to reform the joint 
committee on a geographical basis 


London Is With U. S. Thermo 
Sid London, who has been 
elected president of the Minnesota 
Industrial Marketers, is advertis- 
ing manager of the U.S. Thermo 
Control Co., Minneapolis. He is 
not affiliated with the U.S. Air 
Conditioning Co., as erroneously 
reported by AA, June. 25. 
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Brand Battle On— 
Penetrates All Levels 
Of Mass Market 


In January of this year 88°, of the 
total Lamilies in the St. Paul Market 
were buying tacial tissue. This user 
ship figure has been constant for 
the past five vears 

% of Families 


Using Facial Tissue 


1951 sy 
1950 68%, 
1949 89% 
1948 89%, 
1947 90% 


Though this may be considered 
nearly universal usership, use of fa 
cial tissue has some extremely inter 
esting Variations within population 


SCRIHCHES 


Let's consider usership in relation 
to age and income 


Under $3000to $4000 and 
Age $3000 $3999 over 
30 yrs. and 
younger 685°, 92°, 95°, 
311040 © 89%, 94%, 95%, 
4) 1050 83%, 90%, 92°, 
over 50 72°, 82°, 87°, 


The figures leave litthe doubt that 
there isa direct relationship between 
both age-income level and buvers of 
facial tissue 


Hiow about the brand picture? kor 
the past five years two brands have 
_— fighting for dominance in St 
Paul. Here ow ther performance in 


per cent ol total buyers who use 
each 

Brand A Brand B 
1951 44% 35% 
1950 48% 31% 
3949 55% 25% 
1948 53% 21% 
3947 62% 21% 


, 
) Carrying the comparison one step 
arther, here is the brand pertorm 
@nce based on income and age levels 


Annual Income 


Under $3000 to 
$3000 $3999 
e A 8 A 8 
30 yrs. and 
younger i a 53% 30%, 
90 to 40 34%, 43% 42% 38% 
A} to 50 43%, 33% 41% 29%, 
Over 50 38%, 35%, 43%, 35%, 
$4000 and 
over 
90 yrs. and 
younger 52°%/, 30%, 
30 to 40 4s, 34° 
#1 to 50 40%, 35°, 
Over 50 a7’, 35°, 
Note that preference tor these 


twe brands within age-mmcome strata 
shows marked variability. This vari 
ance two-fold: 1. Between the 
brands themselves; 2. Within each 
individual brand as against the over 
all buying pattern. The variations 
also show that the battle for brand 
dominance is bemg fought equally 
as hard in every segment of the mass 
market ot 


SUCCESS 


is 


varsing only in degrec 


The trend picture and the refine 
ment of characteristics 
given here represents just one of the 


COTDSUMET 


150) classiftcations studied in’ the 
“195tL Consumer Analysis of | the 
St. Paul Market". Similar informa 
tion is avatlable for foods, soaps, 


drugs and toiletries, beverages, home 
appliances, and miscellaneous 


Get anaiytical data on the per- 
formance of your product in the 
St. Paul Market. Specify the prod- 
uct or classification you are in- 
terested in and write Consumer 
Analysis, Dept. No. 11A, St. Paul 
Dispatch-Pioneer Press, St. Paul 
1, Minnesota — the Northwest's 
Morning, Evening and Sunday 
newspapers with the market- 
tailored circulation. 


Ht Pant Dispatch 


~TRITOR MADE CIRCULATION 


Pioneer P 


‘Howdy Doody’ 
Works for Many 


Merchandisers 
New York, June 27—The mag-| 
netism of “Howdy Doody,” 


last count, was being used to sell 


| the products of 65 companies. And | 


| the end of the merchandising pos- 
sibilities of the popular televi- 
sion puppet, which is sponsored 
on NBC by six advertisers, is not 
yet in sight, unless Kagran Corp., 
which handles the property, sees 


fit to limit his activities in this 
respect 
One of the sponsors—Welch 


Grape Juice Co.—is also a licensee 
for jams, juices and soft drinks. 
“Howdy Doody’s” aggregation of 
licensees ranges from American 
Enterprises Co., for ice cream, to 
the Birge Co., for wallpaper 


@ His exploits are recounted in 
comic books (Western Printing & 
Lithograph Co.), magazines, (Dell 
Publishing Co.), story books (Lit- 
tle Golden Books), coloring books 
and jigsaw puzzles (Whitman Pub- 
lishing Co.), and newspaper comic 
strips (United Feature Syndicate). 
His name appears on a variety of 
boys’ and girls’ clothes from socks 
to fur accessories. 

Latest “Howdy” licensee to be 
signed is Church-Craft Pictures, 
St. Louis, maker of children’s 
| stereoscopes and three-dimen- 
| sional color photograph strips. 

Included in the total count of 
“Howdy” products are several 
which are marketed under the 
name of “Clarabell,” the show's 
non-talking clown. 
| 
| Another Kagran-produced tele- 
cast, the “Gabby Hayes Show,” 
sponsored over NBC by Quaker 
Oats Co., also is doing well in 
the merchandising department 
The 


| 
| 


at) 


be-whiskered western char- | 


acter has licensed the use of his; 


on three-dimensional 
wallpaper, sheriff 


name 
tures, 


pic- 
sets, 


rocking chairs, roping and shoot-| 


ing iron racks, comic books, color- 
ing books, fishing kits, record al- 
bums, hats and kerchiefs. 


Runnerup' in the licensing 
sweepstakes in the Kagran stables, 
however, is baseball's Jackie 


Robinson, with a total of 20. Next 
on this list will be S. W. Dickens 
Co., Enfield, N. C., which will be- 
gin national distribution 
of a chocolate-peanut bar called 
the Jackie Robinson candy bar 


Lutheran TV Series 
Has $750,000 Budget 


MILWAUKEE, June 26—The Lu- 
theran church, Missouri synod, 
announced today the appropriation 
of $750,000 for the production of 
a series of television programs 
which promises to be “by far the 
largest” Protestant religious show 
yet produced in this country. 

Lutheran Television Productions 
Inc. is being formed to direct pro- 
duction of the series, which will 
include 26 half-hour 


in July | 


dramatic | 


CELEBRITIES—J 
newly elected president of NIAA; His Eminence, Francis Cardinal Spellman, arch- 
bishop of New York; Charles E. Wilson, director of the Office of Defense Mobilization; 


and Bennett S. Chapple Jr., 


assistont executive vice-president, commercial 
States Steel Co., retiring president, at NIAA convention in New York. 


F. Apsey Jr., advertising manager, Black & Decker Mfg. Co., 


United 


New York, June 27-—-The aver- 
age “liberal” reads 100 articles 
slanted to the left for every 42 he 
reads slanted to the right, and 
the average “conservative” reads 
100 articles slanted to the right 
for every 37 he reads slanted to 
the left, according to Psychologi- 


cal Corp 
“To put it another way,” Dr. 
George K. Bennett, president of 


the corporation, says, “People gen- 

}erally are inclined to read what 
|} they already agree with, and in- 
formation designed to influence 
basic attitudes must appeal to an 
elusive audience.” 

The figures are taken from an 
;experimental study initiated by 
Psychological Corp.'s marketing 
and social research division, and 
are reported as part of the cor- 
poration’s 1950 annual report. 


@ The division, one of five in the 
corporation, makes studies of buy- 


ing and consuming behavior, pub- 
lic opinion and attitudes, and 
techniques of communicating 


ideas, and measures the effective- 
ness of advertising and other 
means of idea communication. 

In addition to preparing a new 
national probability sample, the 
division in 1950 undertook several 
new studies, including: (1) an ex- 
perimental investigation of the 
amount of outdoor poster material 
seen by a motorist in passing; (2) 
a series of studies of employe pub- 
lications, with special reference to 
readership, attitudes and readabil- 
ity, and (3) a survey of the rela- 
tionship of shopping habits to the 


structure and character of retail 
outlets 

Gross income of Psychological 
Corp. hit a new high of $1,324,573 
last year, a 14.5% increase over 
last year’s gross of $1,156,957. Net 
| earnings of $26,989 resulted in 
earnings per share of $3.37 


programs. Present plans call for! 


filming of the series. 

Funds for the projected telecasts 
are to be raised through a special 
drive during the coming year. 
Complete details of the program, 
which has been under considera- 


tion for the past six months, have | 
| yet to be formulated. Both fiction- | 


al and documentary techniques are 
expected to be utilized in the 
dramatic presentations. 


Johnson Returns to DuMont 

Walter 
Chicago, will return to DuMont 
Television Network July 
sponsor of the adventure 
“Flying Tigers,” Sundays, 12:30 to 
1 p.m., EDT. The company pre- 


viously sponsored the combined 
film and live drama. Franklin 
Bruck Advertising Corp., 


! York, is the agency. 


H. Johnson Candy Co.,| 


@ Founded in 1921 by 20 leading 
psychologists, the corporation pro- 
vides applications of psychology to 
companies and associations, educa- 
tional and other institutions, and 
to individuals. In addition to the 
market and social research divi- 
sion described above, it »perates 


four other divisions: 
1. Psychological service center, 
which provides educational and 


| vocational services. 
2. Nurse testing division, which 


tests applicants for schools of nurs- 


| ing and conducts research on tests 


29 as! 
series, | 


and selection procedures. 
3. Test division, which measures 
abilities, special aptitudes and 


| personality traits. 


New Plies psychological 


4. Industrial division, which ap- 
principles to 


{the personnel and industrial re- 


| 
| 
| 
| 


People Read What They Agree With, 
Says Psychological Corp. in Annual Report 


lations problems of business and 
industry. 

Brochures describing in detail 
the services offered by the corpor- 
ation’s five divisions are included 
in the annual report. 


Plan Catholic NY Daily 


Publication of a Roman Catholic 


| daily in New York has been sched- 


uled for about Sept. 1. The paper 
will carry general news as well 
as special religious news. Spon- 
sors of the newspaper formerly 
published the Kansas City Sun- 
Herald, which suspended publica- 
tion April 28. Norma Krause is 
general manager, and lay staff 
members will operate as Apostolic 
Press Assn. 


Names W. G. Gisselbrecht 
Walter G. Gisselbrecht, editor 
of the Register, Torrington, Conn., 
has been named general manager 
of the Torrington Printing Co., 
publisher of the Register. 


C. T. Fuller Named S. M. 


C. T. Fuller Jr., in the sales de- 
partment of Camillus Cutlery Co., 
Camillus, N. Y., has been named 
sales manager of the organization, 
replacing Robert N. Kastor, who 
retired 


Advertising Age, July 9, 


TF Club Leaders 
Discuss Projected 
National TF Group 


New York, June 26—The board 
of directors of the Eastern TF Club 
met yesterday with the officers 
of the Chicago and Cleveland TF 
Clubs to discuss advantages and 
objectives of a national association 
of TF clubs to represent salesmen 
of audited business publications. 

A temporary committee was ap- 
pointed to study the proposed na- 
tional organization, prepare a plan 
of operation and a set of uniform 
by-laws which could be adopted 
by present and future TF clubs. 

Officers elected by the group 
are: President, Dick Tope, Sutton 
Publishing Co., Cleveland; vice- 
president, Granville M. Fillmore, 


Gardner Publishing Co. New 
York; secretary-treasurer, R. H. 
Irvine, Thomas Publishing Co., 
Chicago. 


Directors are: George Turner of 
Industrial Press, and president of 
the Chicago TF Club; Frank J. En- 
right, president, Cleveland TF 
Club; Bill Feddery, Hardware Age. 
Cleveland; Ed Lawson, Machine 
Design, New England; Bob Wett- 
stein, vice-president, Magazine 
Representatives of Los Angeles, 
and Dwight Cook, Machinery, 
Philadelphia. 


Audit Bureau Board Elects 
9 New Publisher Members 

The board of directors of the 
Audit Bureau of Circulations 
elected nine new publisher mem- 
bers at its June 21-22 meeting in 
Quebec. Those elected are: Daily 
Register, Oelwein, Ila.; Record, St. 
Augustine, Fla., and Ontario In- 
telligencer, Belleville, Ont., all 
dailies. 

Weekly papers elected are: 
Independent Register, Liberty- 
ville, Ill.; L’Echo de Louiseville, 
Louiseville, Que.; Press-Tribune, 
Roseville, Cal., and Chronicle, 
Hamden, Conn. Business papers 
include: Engineering & Mining 
Journal and Metal & Mineral Mar- 
kets, New York, and The Hotel 
Greeter, Denver. 


Always Dep able Quality and Service 


_ TWIN CITY 
ENGRAVING COMPANY 


208 S. STATE ST. ST. JOSEPH, MICH. 
PHOTO ENGRAVING - ART-COPY-LAYOUT 


A ONE COLUMN CUT OR A 
COMPLETE COLOR BOOKLET 


west composed of the 28 


“The Big Package" 
A Market Study 


V 
V 


Standard Market 
Data for El Paso 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


ust off the press! 


“THE BIG PACKAGE”’ — a new, complete 


and comprehensive market study of the Fabulous South- 


retail trading zone—a $587,330,000* market. 


WRITE FOR ALL 4 BOOKLETS 


Copies available from all Scripps-Howard and Texas 


Daily Press League Offices—or write direct. 


*TOTAL RETAIL SALES 1950. (SALES MANAGEMENT) 


counties in El Paso’s ABC 


“The Story of the 
Fabulous Southwest” 


V 
V 


“The $12,000,000 
Case of Whiskey” 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
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Advertising Age, July 2, 1951 


Commercial CBS 
Color Finally 
Makes its Debut 


Sponsors’ Products 
Show Up Better Than 
Actors on Color TV 


By MAuvURINE CHRISTOPHER 

New York, June 26—Products, 
for the most part, showed up 
better than people yesterday when 
commercial color television made 
its debut over the Columbia 
Broadcasting System, with 16 com- 
panies participating as sponsors of 
a special hour show. 

Even such a likely subject as 
freckled-faced, red-haired Arthur 
Godfrey looked somewhat palid. 
Not so the list of Godfrey-adver- 
tised products which he exhibited 
briefly. Chesterfield cigarets, Mon- 
arch peanut butter and jelly, Toni 
home permanent and creme sham- 
poo, National Biscuit Co. Premium 
and Ritz crackers, and Lipton tea, 
vegetable soup, vegetable noodle 
soup and Frostee dessert all 
showed to advantage on the color 
screen. 

Perfectly at ease as always, God- 
frey strummed his uke and sang 
“On Top of Old Smoky” and com- 
plained about the “140-degree heat 
in the studio.” (However, CBS 
officials told me that colorcasts 
will not require a return to the 
pioneer days, when actors were 
thoroughly broiled in the course 
of a video performance. Although 
color video does need somewhat 
more light than b&w TV, the main 
reason for yesterday's discomfiture 
was lack of air conditioning in the 
studio.) 


s Before departing for a cooler 
spot, Godfrey introduced Wayne 
Coy, chairman of the Federal 


Communications Commission; CBS 
Board Chairman William S. Paley, 
and CBS President Frank Stanton. 

Mr. Coy congratulated Messrs. 
Paley and Stanton on having “the 
vision, faith and courage to fight 
the long uphill battle” required 
to develop colorcasting. He called 
the program “an hour of triumph 
for the scientists of the Columbia 
Broadcasting System.” 

“In taking the action which it 


did in fixing standards for color) 


television,” Mr. Coy said, “the 
FCC sincerely believed that color 
in television now is more impor- 
tant than a promise of color in the 
future. Such promises in the past 
have had a way of going unful- 
filled. Today is a day of fulfill- 
ment.” 


@ Accustomed as they are to bkw 
video pictures, my eyes may have 
been deceiving me, but from where 
I was sitting it looked as if most 
of the men on the show were 
garbed in varying shades of green, 
ranging from a startling aqua for 
Mr. Godfrey to a darker, forest- 
tinted hue for Mr. Paley. 

Clearly dressed in bright biue 
was Faye Emerson, whose vivid 
coloring held up well under the 
close scrutiny of the cameras. 
Speaking for and sampling her 
sponsor's product, she assured the 
audience that Pepsi-Cola had 
“more bounce to the ounce,” 
whether photographed in b&w or 
color. 

Entertainment hit of the after- 
noon was Garry Moore, who, with 
the help of Durward Kirby, pre- 
sented a rollicking burlesque of a 
TV pitchman. In the commercial 
department, Mr. Moore spoke 
briefly on behalf of Tender Leaf 
tea, Aunt Jemima pancakes, Duz, 
Ivory, Instant Chase & Sanborn 
and Rit dye. 


es Commercials for Lincoln-Mer- 
cury were handled by Ed Sullivan, 


ail 


DOLLAR REVENUE IN NATIONAL ADVERTISING MEDIA 
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REVENUE OF MAJOR MEDIA—These two charts, from the Bureau 
of Advertising, American Newspaper Publishers Assn., present 
@ quick picture of dollar revenue of leading national advertis- 
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garnered by eoch 
13 years. 


ing media (top), and the share of the national advertising dollar 


of these medio (bottom), during the past 


who emceed portions of the tele- 
cast. Other companies participat- 
ing in the history-making event 
were General Mills, which men- 
tioned five products; William 
Wrigley Jr. Co., which welcomed 
colorvision as another medium for 
showing its wares in full color; 
Pabst Sales Co., Longines-Witt- 
nauer Watch Co. and Revlon Prod- 
ucts Corp. 

On hand in New York to watch 
CBS turn its brain child loose in 
the commercial world was an in- 
vited audience of 400 reporters. 
advertisers, agency men and a con- 
tingent of VIP’s ranked by Mrs. 
Eleanor Roosevelt. Considering the 
dramatic buildup—years of expen- 
sive experimentation climaxed by 
a protracted law suit—the debut 
went off relatively smoothly. 


@ One jarring note: Occasionally 
between sequences of the show or 
between commercials the screen 
would black out completely. This, 
CBS explained, was a “purposeful 
fade” to simplify the showing of so 
many products in such a short 
time with only two cameras. 

Four cities outside of New York 
—Boston, Philadelphia, Baltimore 
and Washington—carried this TV 
first. One of Columbia's biggest 
problems was getting enough sets 
for showings in all these cities. 
There were no CBS sets available 
for public exhibition of the inau- 
gural telecast in New York. Color- 
tone Inc. and Muntz TV invited 
the public and dealers into their 
showrooms to watch the event. 
Stations in the other four cities 
had some sets for public showings 
of the program. 

The remainder of the audience 
was composed of an indeterminate 
number of people with home-con- 


verted receivers, since CBS-type 
colorvision cannot be seen at all 
on present unadapted b&w sets 


11TH-HOUR ATTEMPT 
TO STOP CBS FAILS 

New York, June 28—The tele- 
vision set manufacturing industry, 
which from the outset has staged 
an almost unanimous battle 
against the advent of commercial 
color television—Columbia Broad- 
casting System style—made a last- 
minute appeal to the Federal Com- 
munications Commission to delay 
CTV-Day on Monday. 

The eleventh hour stand against 
Columbia’s system was made by 
Dr. Allen B. DuMont, president 
of the company which bears his 
name. He wired FCC Chairman 
Wayne Coy, inviting him to see 
Radio Corp. of America’s tri-color 
tube in operation in the DuMont 
laboratories and recommending 
that he “consider postponement 
of the opening of CBS color until 
you have observed this.” 


@ The FCC did not follow his 
recommendation, and commercial 
colorvision premiered at 4:35 p. m., 
EDT, as scheduled (see above) 
At approximately the same time, 
Dr. DuMont held a press confer- 
ence to demonstrate his new tri- 
color tube, showed CBS color on 
a set his company built and told 
reporters the CBS method of color 
television is “already obsolete.” 
The long-standing color televi- 
sion battle will be continued—on 
the air—July 9, when Radia Corp 
of America starts telecasting ex- 
perimental programs over Channel 
4 in New York. Unlike 
shows, these can be seen in mono- 
chrome on present video receivers. 


CBS’ 


‘Industrial Markets’ Issued 


“Industrial Markets for the 50s” 
has been published by Magazines 
of Industry, 400 Madison Ave., 
New York, 17. Included are sec- 
tions breaking down the U. S. into 
90 marketing areas, each analyzed 
by 20 major industrial classifica- 
tions; industrial scrutiny of each 
county in the country; and a sum- 
mary chart showing the density of 
various industries in the 90 areas 
The price is $2.50 


McVickar Elected V. P. 


Donald MecVickar has been 
elected vice-president of Ander- 
son, Smith & Cairns Ltd., Canadi- 
an subsidiary of Anderson & 
Cairns, New York. Mr. McVickar, 
with the agency since 1946, is ac- 
count executive for Rootes Motors 
Inc. and a member of the Ander- 
son & Cairns new business com- 
mittee. He will continue to make 
his headquarters in New York 


WITH May Sales Set Record 
Station WITH, Baltimore, re- 
ports sales for May were the high- 
est in the independent station's 10- 
year history. The station said 
business in May, 1951, was 13% 
above that of May last year. 


Boston Has 740,000 TV Sets 

Stations WBZ-TV and WNAC- 
TV report a total of 740,940 tele- 
vision sets in the Boston area as 
of June 1. This represents an in- 
crease of 9,302 sets over the pre- 
vious month. 


Vinson Promoted by GE 

Arthur F. Vinson, formerly man- 
ager of the Fitchburg, Mass., weld- 
ing divisions of General Electric 
Co., has been appointed manager 
of employe and community rela- 
tions of the company’s small ap- 
paratus divisions, Lynn, Mass 


51 
Auto Execs Expect 
Seller's Market 
Within 90 Days 
Derroir, June 27—Within 90 
days after July 1, the current 


buyer's market in automobiles will 
have become a_ seller's market, 
sales officials of the automobile in- 
dustry agree 

All signs point to a scarcity of 
new cars by Labor Day 

Passenger car manufacturers al- 
ready have notified their dealers 
that the industry's production will 
not exceed 400,000 units a month 
during the third quarter of 1951, 
when the Controlled Materials 
Plan takes effect 


@ Dealers have been notified to 
expect drastic cutbacks in car al- 
locations. Studebaker will reduce 
allotments 40%. Detroit Ford deal- 
ers have been cut 16% for July 
and will be cut still further in 
August, and shipments to Ford 
dealers in other areas will be re- 
duced by varying amounts 

Chevrolet and Plymouth dealers 
may not feel the pinch immedi- 
ately, but officials fear that when 
the public gets the idea cars may 
be scarce, a real buying spree will 
be on. 

Although new car sales are 
zooming, used car lots are not 
sharing in the increased business. 
However, used car dealers are 
convinced that it is only a matter 
of time before customers begin 


| “filtering down” to them 


National Transitads 


Gets Chicago Transit 
Authority Franchise 


Cuicaco, June 28—Effective July 
1, National Transitads Inc., the ma- 
tion’s largest transportation ad- 
vertising company, will take over 
the franchise for all vehicles opér- 
ated by the Chicago Transit Ab- 
thority. 

National Transitads replac®s 
Chicago Car Advertising Co., far- 
mer holder of the CTA franchige. 
National handled surface lines Gar 
card advertising here from 1940 
to 1942. Chicago Car will continke 
to handle transportation advertis- 
ing in the suburban areas outside 
the corporate limits of Chicago, , 

This is the 45th market in whith 
National Transitads operates, ac- 
cording to G. E. Frazer, president 
of the company. To service the 
CTA vehicles, National is open- 
ing a Chicago division at 205 W 
Wacker Dr 


@ In addition to the regular side 
rack there also will be 
available special spaces and spec- 
taculars in the interiors of cars; 
traveling displays on car exter- 
iors, and posters on elevated sta- 


spaces, 


tions and subway walls, National 
announced 
Chicago Transit Authority op- 


erates a total of 5,082 
1,803 street cars, 1,464 buses, 371 
trolley buses, and 1,444 cars on 
elevated and subway lines, accord- 
ing to National 


vehicles 


Cites 1,521 Annual Reports 
Merit awards for producing at- 
tractive and informative annual 
reports for 1950 are going to 1,521 
industrial corporations and finan- 


cial institutions, Financial World 
has announced. The winning re- 
ports will now be considered by 


an independent board of judges 
for bronze “Oscar of Industry” 
trophies, presented by the maga- 
zine 


Uskali Heads Jam Handy TV 

William Uskali, formerly in 
charge of the New York sales of- 
fice of Jam Handy Organization, 
has been made head of the com- 
pany’s New York television and 
motion picture production depart- 
ment 
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Wilson Declares Ad Taxa ‘Dead Duck’ 
im = as NIAA Probes Defense Problems 


> 
rt (Continued from Page 1) 

The association also endorsed 

action to develop an_ effective 


American 
throughout 


propaganda 
the world 


campaign 


Barton, board chair- 
satten, Barton, Durstine & 
told the that 
most honest advertising being 


e 9. Bruce 
man of 
Osborn 


the 


conference 


done today is in the technical and 

_ industrial press. Advertising,” he 

declared is the spark plug on 

the cylinder of mass production, 

and essential to continuance of the 
democratic process.” 

10. Panel sessions on various 

phases of industrial advertising 


and marketing occupied the major 


portion of the four-day conference 
Speaking on the first annivers- 
ary of the Korean War, Charles 


Acceptance among agen- 


cies and advertisers . . . ac- 


ceptance of markets and 
media we represent stems 
from long and friendly con- 
tact. Branham-men_ from 
coast to coast are accepted 
‘ because they are experi- 
enced advertising men with 
market information and 


“ media facts 


= THE 
BRANHAM 
COMPANY 


Francisco Los Angeles 


4 
San 


E. Wilson, director of defense 
mobilization, emphasized that “our 
present economy is a highly ab- 
normal one. You simply cannot 
superimpose a gigantic mobiliza- 
tion program upon the civilian 
economy,” he said, “without pro- 
tecting the latter from what other- 


wise would be intolerable pres- 
sures. Without the Defense Pro- 
duction Act, we would have to 


scrap all measures to keep prices 
and wages within reasonable 
bounds. I want to tell you with the 
strongest emphasis of which I am 
capable that the ending of controls 
over our economy at the present 
time would produce chaos.” 


@ After expressing his opposition 
to any taxation of advertising, Mr 
Wilson said: “Our hope in the de- 
fense mobilization program is that 


we can continue the flow of our 
civilian economy as normally as 
possible while engaging in our 
strenuous rearmament program.” 

“Advertising,” he said, “is a 
necessary lubricant for civilian 


economy. It keeps business flow- 
ing, prevents stagnation, introduces 
new products, develops new pat- 
ents, promotes new business ideas 
Taxing advertising would tend to 
reduce it; reduction of advertising 
would constrict business; constric- 
tion of would result in 
fewer tax dollars. Therefore, taxa- 
tion of advertising would actually 
in the long run produce less reve- 
nue for the government.” 

Mr. Wilsan said that defense 
production is still “largely in the 
tooling-up stage. Since the first of 
the year, orders have been placed 
to the extent of about $1 billion 
a week, and these orders are now 
in the stage where blueprints are 
being drawn, sub-contracts let and 
; roduction lines organized.” 


business 


@ A special skit dramatizing ad- 
vertising effectiveness was staged 
by members of NIAA in the form 
of a mock trial Tuesday morning. 
Participants included: Robert Bar- 
bour, advertising manager, Therm- 
osetting department, Bakelite di- 
vision, Union Carbide & Carbon 
Corp.; John De Wolf, G. M. Bas- 
ford Co.; Fred Luna, advertising 
manager, Anaconda Wire & Cable 


Co.; and Harry W. Smith Jr., pres- 
ident, Harry W. Smith Inc. The 
plaintiff, “Will B. Shone,” was 
Adin L. Davis, president, Con- 


trolled Circulation Audit, and the 
defendant, “Frank Surmise,” was 
Doug Williamson, advertising 
manager, American Hard Rubber 
Co. Witnesses included: Bernard 
Dolan, manager of sales and ad- 
vertising, Peter A. Frasse Co.; 
Arthur H. Dix, vice-president and 
research director, Conover-Mast 
Publishing Co.; Schuyler Hopper, 
president, Schuyler Hopper Co.; 
Angelo Venezian, assistant to the 
director of advertising, McGraw- 
Hill Publishing Co.; and Gordon 
Price, account executive, Mars- 
chalk & Pratt Co. The script was 
written by Scott Pattison of the 
Assn. of American Soap & Glycer- 
ine Producers 


@ Harvey Conover, president, 
Conover-Mast Publishing Co., told 
the panel on business paper ad- 
vertising that the value of indus- 
trial advertising during the pres- 
ent economy was illustrated during 
the last war when a survey con- 
ducted by industrial advertisers 
revealed that 86% of industrial 
buyers felt that industrial adver- 
tisers should continue to advertise 
during a war economy in order to 
help readers increase production 
through the proper use of the ad- 
vertisers’ products 

“Catalogs written from the engi- 
neer’s viewpoint rather than from 
the customer's are not likely to be 
good catalogs,” B. V. Jones, adver- 


CONFERENCE GROUP—T. F. C. Quinn, Van Sont 


W. H. Collins, 


Dugdale & Co 
Dravo Corp.; J. T. Norton, Civil Engineering; R. C. Gordon, Time Inc.; E. W. Carlson, 
Fortune; and R. C. Carr, Koppers Co., at NIAA meeting 


tising manager, Link-Belt Co., told 
the catalog panel meeting. He 
recommended that the advertising 
department be consulted at the 
Start and that it should “do an 
interpretive, strong selling job on 
the engineering information.” 


@ “Keep your advertising timely 


and keep the future in mind in 
today’s defense economy,” Douglas 
C. Miner, advertising manager, 
E. F. Houghton & Co., told the 


panel on gearing advertising to a 
defense economy. Various mem- 
bers of the panel presented case 
histories illustrating how their 
companies are using advertising 
to help conserve vital materials 
and to help step up industrial pro- 
duction in the face of a growing 
scarcity of tools and materials 

G. J. Lehleitner, vice-president. 
Commercial Letter Co., told the 
direct mail advertising panel that 
surveys show that 85% of execu- 
tives do read direct mail, and that 
91.7% of companies that use gad- 
gets in direct mail advertising 
claim they get both more attention 
and returns. Frank Frazier, execu- 
tive director, Direct Mail Adver- 
tising Assn., told the panel that 
direct mail to be successful must 
be adequately planned with a defi- 
nite objective in mind, then tested, 


timed, and followed up. He said 
that good mailing lists are respon- 
sible for about 80% of the success 
of most direct mail campaigns 


@ The conference was recorded on 
magnetic tape contributed to NIAA 
by the Minnesota Mining & Mfg. 


Co. H. A. Harkavy, of G. M. Bas- 
ford Co., and Dan Duffin, of Uni- 
fied Promotion Advertising, will 


edit and prepare tapes to be sent 
to the 33 NIAA chapters. It 
expected also that recordings will 
be used by agencies and business 
publications 

New officers of NIAA in addition 


1s 


to Mr. Apsey include vice-presi- 
dents: W. B. Montague, U. S. Steel 
Co., who was nominated from the 


floor and reelected, edging out the 
organization nominee, Harold H 
Oldham, assistant director of ad- 
vertising, Republic Steel Co.; Ken- 


neth J. Bayer, account executive, 
Oakleigh R. French & Associates.; 
A. R. Tofte, advertising manager 


Allis-Chalmers Mfg. Co., and Gene 
V. Wedereit, advertising director, 
Girdler Corp. and Tube Turns Inc 
Robert D. Towne, vice-president, 
W. L. Towne Advertising, general 
chairman of the convention, was 
elected secretary-treasurer. Blaine 
G. Wiley continues executive 
secretary 


as 


Eight Sets of Awards Go to Advertisers, 
Agencies, Publishers at NIAA Meeting 


New York, June 28—Eight 
awards, two more than last year, 
were presented at this year’s Na- 
tional Industrial Advertisers Assn 
conference here this week 

Traffic Service awards to chap- 
ter publications were presented 
by Emil G. Stanley, executive 
vice-president of Traffic Service 
Corp., Chicago. First award of 
$500 went to “Copy,” published by 
Chicago Industrial) Advertisers 
Assn., and second award of $250 
was won by “IMC Reporter,” pub- 
lished by Industrial Marketers of 
Cleveland 

Gold watches 
to the editors, P 


were presented 
J. Desmond and 


H. T. S. Heckman, respectively, 
and also to N. D. O’Daniell, news 
editor of “Rim,” published by 
Rockford Industrial Marketers, 
which won honorable mention 
Robert Hitchens, editor of NIAA’s 
news letter, also received a gold 
watch 

Industrial Press Award of $1,- 


000, “for best documented present- 
ation to management proving need 
for a specific advertising pro- 
gram,” was presented by Robert 
B. Luchars, president of Industrial 
Press, to Joseph T. Vinbury, ad- 
vertising manager, New Britain- 
Gridley Division of New Britain 
Machine Co., New Britain, Conn 


@e McGraw-Hill awards given an- 
nually to chapters of NIAA for 
achievement in the field of indus- 
trial marketing were presented by 
Curtis W. McGraw, president of 


McGraw-Hil! Publishing Co. Chi- 
Advertisers 
$1,000 


Industrial 
first 


won 
for its 


cago 


the award of 


book, “Industrial Adver- 
How to Prepare Your Ca- 
written to give high school 
and college students a better un- 
derstanding of industrial advertis- 
ing. Second award of $500 was 
won by Industrial Marketers of 
Detroit continuing program 
of ad analysis in which members’ 
advertising is criticized by an an- 


entry, a 
tising 
reer,” 


for a 


onymous panel of advertising 
authorities 

NIAA’s 1951 publishers’ sales 
presentation award was won by 


Steel, with honorable mention cer- 
tificates going to Textile Industries 
and Iron Age. The awards were 
presented by Kenneth J. Bayer, 
account executive of Oakleigh R. 
French & Associates, St. Louis, 
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chairman of the award committee. 
The so-called “Topper” awards 
given to the three outstanding win- 
ners in the NIAA industrial adver- 
tising award contest went to Car- 
boloy Co. (agency: Brooke, Smith, 
French & Dorrance); E. I. Du- 
Pont de Nemours & Co., petroleum 
and chemical division (agency: 
Charles L. Rumrill & Co.); and 
Hercules Powder Co. (agency: 
Fuller & Smith & Ross). Twenty- 
six other companies received 
awards for outstanding advertis- 
ing campaigns selected from 300 
entries. Awards were made by R. 
W. Darrow, director, public rela- 
tions, Glenn L. Martin Co., chair- 
man of the awards committee. 


e The Putman awards for “the 
best use of industrial advertising” 
were presented by Russell L. Put- 
man, president of Putman Publish- 
ing Co. First prize of $1,000 was 
won by W. M. Buttriss, Tinnerman 
Products, Cleveland, for advertis- 
ing used to broaden the market for 
the company’s fasteners. The com- 


pany’s agency, Meldrum & Few- 
smith, received $500 and a cita- 
tion. 


Second place winner, E. S. Sen- 
senderfer, advertising manager, 
Bonney Forge & Tool Works, Al- 
lentown, Pa., was awarded $500 
for advertising to increase use of 
hand and the company’s 
agency, Beaumont, Heller & Sper- 
ling, Reading, Pa., received a ci- 
tation 

The Pittsburgh chapter attend- 
ance award was won by the To- 
ronto NIAA chapter, and was pre- 
sented on behalf of the Pittsburgh 
chapter by Albert Teifeld, adver- 
tising manager of Copperweld 
Stee] Co 

Industrial Marketing's editorial 
achievement awards are reported 
on Page 23 of this issue 


tools, 


Wool Bureau Sets Fall Push 
For its Women’s Wear fall pro- 
motion the Wool Bureau will em- 
phasize the plus factors of long 
service, fashion adaptability, last- 


ing beauty and comfort of wool 
Portfolios for storewide wool ap- 


parel and piece goods promotions 
are being distributed to 5,000 re- 
tailers. The bureau also announced 
its third annual display contest for 
the best window and interior dis- 
plays on the general theme of 
wool’s investment value. Trade ads 
will probably be taken at a future 
date 


2 Join ‘Weekend Picture’ 

With the addition of the Kings- 
ton Whig-Standard and Peterbor- 
ough Examiner, both in Ontario, 
membership of the forthcoming 
Weekend Picture Magazine group 
has increased to nine 


aso | ENLARGED TRANSPARENCIES 


NEW! NEVER BEFORE such brilliant, spark 
ing, clean, high-fidelity full-color photo 
graphic reproduction in quantity Electronic 


QUANTITY 


precision control produces new splendor’ 
Approval proofs submitted Write for sam 
ples, prices Satisfaction fast service GUARAN 
Teen Color 


rrection for ultimate accuracy 


AB COLOR CORP 640 5 Arroye Pertwey Pesedens | (ott 


re or FONE PARADE COLOR PRINTS 


To Our National Advertisers: 


Owing to the newsprint shortage 


WE'RE CLOSING UP SHOP AND GOING 
FISHING JUNE 30 THROUGH JULY 15 


The public is asked to cooperate with us 
in this truly American endeavor to meet 
a wartime situation. 


PLEASE CONTINUE TO PATRONIZE OUR 
ADVERTISERS WHILE WE ARE 
ON VACATION 


San Francisco 
ROGRES 


COMMUNITY SEWSrartas 


ie 4 Retin * Ogre, | 3. oe Se Pe OE 9 a Reena? eee ees 0 | Bee es es ae ta - Bee a oa E 
a4 - es 
| it ie ; 4 ; M4 4 : : 
A 5 4 ie Wt * es , & 
‘i ~ ( } i : é ~ I : 
: ¥ s : iy : ‘ 
E_ Ee “7. oe “ 
ay of a mn ° bo 2 "oe eg 
a, tr fl Sp. P 4 
EB Nationally _ a 
| P| 
a F { wd . 
a | ; 
! 
‘ : 3 - 7 j . ae 
5 Coast to Coast 
— a 
he po | 3 
cor 
| oe 
2 wi QuauitY! 
x ——— Eee 
— a : 
Pe 
ae 
a i) roi Dallas Ationte + , 


Advertising Age, July 2, 


Better Business 
Group Condemns 
‘Phony’ Awards 


(Continued from Page 1) 

“During the past year or two we 
have witnessed the regrowth of 
one of advertising’s early, crude 
and cheap gimmicks—the phony 
honor award. They are springing 
up like mushrooms after the rain, 
and we think they merit the seri- 
ous consideration of all who have 
the welfare of advertising at heart 


1951 


@ “The type of award I have in 
mind is the one which is primarily 
promotional gimmick for the 
awarding organization,” he said 
“Although given one to a field, it 
is not awarded in real competition 
where all concerned have an equal 
opportunity to receive considera- 
tion.” 

This type of award, he contin- 
ued, is one “which is set up pri- 
marily to enrich the awarding or- 
ganization through glorifying it in 
advertising for the promotional 
value that it has, or which enriches 
it directly, or indirectly through a 
quid pro quo in one form or an- 
other.” 

Mr. Greene asserted that “honor 
awards of this character are sim- 
ply using advertising as a means 
of fooling the public and of unfair- 
ly competing with others. The 
NBBB condemns the use of such 
awards as unworthy of American 
business and in the public interest 
urges this conference of the 
ABBBs to go on record as urging 
the abandonment of such insincere 
honor awards.” 


a 


@ John N. Garver, chairman of the 
board of governors of the ABBB, 
maintained Monday that the role 
of the bureaus is no longer con- 
fined to the elimination of false 
and deceptive advertising and sell- 
ing practices, or in exposing rack- 
ets and swindles or in servicing 
“a million odd inquiries and com- 
plaints a year.” 

He asserted that the bureaus 
must focus their sights on the 
“bigger over-all problem of win- 
ning more business leaders to 
accept BBB principles and prac- 
tices, of actively and resolutely 
going out to sell ourselves as coun- 
selors to business and 
loudly and clearly for responsible 
business.” 

If that done, he concluded, 
business will gain a public under- 
standing and confidence which 
will strengthen and unify the na- 
tion to a degree that the challenge 
“we face will be met and con- 
quered.” 


Is 


Hines-Park Goes National 
for Durican Hines Foods 
Hines-Park Foods Inc., Ithaca, 
N. Y., is launching a national ad 
program for Duncan Hines foods 
with a four-color page in the July | 
17 issue of Look, featuring Duncan 
Hines ice cream, “one of 156 qual- 
ity Duncan Hines foods.” Agricul- 
tural Advertising Research, Ithaca, 
handles the Hines-Park account. 
Nebraska Consolidated Mills Co., 
Omaha, under franchise of Hines- 
Park, has begun marketing Duncan 
Hines cake mixes. Plans call for 
an intensive program to introduce 


the new mixes. Gardner Advertis- | 
ing Co., St. Louis, is the mill's! 
agency. 


Gray & Associates Moves 

Charles M. Gray & Associates, | 
Detroit agency, and its affiliate, 
Detroit Industrial Art Studio, have 
moved to new quarters at 18718 
Grand River Ave. 


DeSoto-Plymouth Is Sponsor 


DeSoto-Plymouth sponsors the 
Groucho Marx TV show, “You 
Bet Your Life,” not Dodge-Ply- 


mouth, as was listed in the Nielsen 
Ratings in AA, June 25. 


=) 


Last Minute News Flashes 


BBDO Gets Schenley in Realignment 

New York, June 29-—Schenley Distillers Inc. will announce Tuesday 
that, effective Aug. 1, Batten, Barton, Durstine & Osborn will handle 
Schenley Reserve, Old Schenley bonded, Sir John Schenley, and 
Schenley gin, all previously handled by Biow Co. Biow will take over 
Old Stagg, formerly with Benton & Bowles, and Cream of Kentucky, 
formerly with Federal Advertising Agency 


Bothwell Names Jordan and Bradfute 

New York, June 29—-Fred M. Jordan, formerly executive vice-presi- 
dent in the Los Angeles office of Erwin, Wasey & Co., has been named 
vice-president in charge of West Coast operations for W. Earl Both- 
well Inc. Jack Bradfute, with Bothwell since 1946, has been made 
vice-president and account supervisor in Bothwell’s New York office 


Independent Producers Want Box Office TV 


Los ANGELEs, June 29-—-The Independent Motion Picture Producers 
have unanimously urged the Federal Communications Commission “to 
speedily license worthy systems of subscription television.” This 
amounts to an endorsement of Phonevision and similar systems, and 
is a sharp reversal of the picture producers’ original stand 


FC&B Options ‘Bong Bong’; Other Late News 


e@ Foote, Cone & Belding has taken a 30-day option on a new seven- 
second spot within the NBC radio chimes sign-off period, but re- 
portedly has not yet sold the unusual time 


@ Sales Builders Inc., distributor of Max Factor of Hollywood, has 
appointed Doyle, Dane, Bernbach, New York, to handle the Signature 
line of men’s products, confirming AA's previous report (AA, June 18) 


e Robert C. Hitchens, for the past 18 months director of public rela- 
tions and assistant to the executive secretary of National Industrial 
Advertisers Assn., has resigned to join the sales promotion staff at 
National Broadcasting Co 


e John A. Pierce, formerly general manager of the Tea Assn. of the, 
U.S.A., has joined Kenyon & Eckhardt as a merchandising executive 


e Benjamin B. Banks, account executive with Ruthrauff & Ryan, New 
York, has been elected vice-president. L. C. MacGlashan, last with 
Kudner Agency, has joined R&R’s executive creative staff 


e@ Robert E. Potter Sr., vice-president in charge of the Chicago office 
of Albert Frank-Guenther Law, will reportedly join Buchanan & Co 
as a vice-president within the next week or two 


e Kentile Inc., New York, is doubling its advertising for the remainder 
of the year and is sponsoring a dealer contest between Aug. 1 and 
Oct. 31 for the best dealer ads. Kentile will use larger space and 
greater frequency in 31 magazines and business papers and 83 Sun- 
day supplements. Ruthrauff & Ryan is the agency 


e Barron R. Proctor, who resigned as treasurer, controller and mem- 
ber of the board of Lennen & Mitchell, New York, two days ago, will | 
be succeeded by John D. Speirs, assistant controller. Mr. Speirs will} 
have the title of comptroller | 


e Henry H. Oschay, circulation director of Seventeen, has been as- 
signed the additional duties of business manager of the magazine di- 
vision of the parent Triangle Publications, New York 


Needham, Louis Gets Ken-L-Products 


AT NEWSPAPER MEETING--At the 


Newspoper 
Denver was this group of Colorado, New Mexico and Texos odmen 


eee 


j 
./*~ 


Ad Executives Assn. meeting 


Seated, 


wn 
Frank 


Pfeiffer, publisher, Raton Daily Range; Bill Colvert, Daily Courant-Argus, Corlsbod 


N. M.; Ray Mohler, district manager, Texas Daily Press Assn 
El Paso Herald-Post and Times. Standing are Som Papert Jr 
Daily Press Assn., and irl W. Brown, general manager 


Wm. S. Cooke 
president of Texas 
Visible in the background 


Denver 


is Bob Drew of the Milwaukee Journal 


Independent Federal Experts Find Luckies 
Aren’t'Less Irritating’ or ‘Preferred 2-1’ 


WASHINGTON, June 29—-The Fed- 
eral Trade Commission today 
ordered American Tobacco Co. to 


stop claiming that Lucky Strike 
cigarets are “less irritating” than 
other brands and that they are 


easy on the throat 
The commission's order, closing 


a case that goes back as far as 
August, 1942, also prohibits the 
famous claim that independent 


tobacco experts prefer Luckies 2-1 

The order is based largely on the 
finding that there is no significant 
difference in the nicotine, acid 
or throat-irritant content of lead- 
ing brands of cigarets 

This finding was 
April, 1950, of orders against P 
Lorillard Co. ads for Old Golds 
and R. J. Reynolds Tobacco Co 
ads for Camels. The Old Gold 
order was subsequently sustained 


the basis in 


by the court of appeals, Richmond | 


The Came! order is being tested 
in the Chicago court of appeals 
Two other cigaret cases, also 
filed in August, 1942, are still 
pending. One, against Philip Mor- 
ris & Co., will soon be decided by 
trial examiner Earl J. Kolb, and 
forwarded to the commission 
review. The other is against Amer- 


speaking - 


| Quaker 


| ufactures 
| Biskit and Ken-L-Meal, and uses 


Cuicaco, June 28—Quaker Oats 
Co. has appointed Needham, Louis 
-& Brorby to handle advertising for 
its Ken-L-Products division, ef- 
fective Sept. 1 (AA, June 18). 
The agency succeeds Ruthrauff & 
Ryan, which has been handling the 
account since 1939. 

Ruthrauff & Ryan will continue 
ito handle advertising for Quaker 
macaroni and for 
Jemima 


noodles, 
and Aunt 


and 
Best 
flovr. 

Ken-L-Products 
Ken-L-Ration, 


division man- 
Ken-L- 


newspaper and magazine adver- 
tising, radio spots, and also spon- 
sors the popular TV show, “Zoo 
Parade” (NBC, 4:30-5 p. m., EST) 

Needham, Louis & Brorby also 
handles advertising for Quaker 
and Aunt Jemima corn meal and 
grits. Other agencies and the 
Quaker products they handle are: 


e Sherman & Marquette—Quaker 


Oats, Quaker Puffed Wheat and 
Puffed Rice, Ful-O-Pep livestock 
and poultry feeds, and Pack-O- 
| Ten 


Price, Robinson & Frank—Aunt 
Jemima pancake and buckwheat 
flours, Aunt Jemima ready mixes, 
and Muffets. 

Lynn Baker Inr., New York— 
Puss ‘n’ Boots cat food and Bilt- 
more tuna, which are packed by 


Coast Fishing Co., Wilmington, 
Cal., another division of Quaker 
Oats 


Rogers & Smith—Quaker’s chem- 
icals department advertising 
Spitzer & Mills, Toronto, han- 


dles all Quaker Canadian advertis- 
ing, and National Export Adver- 
tising Service Inc., New York, is 
the agency for Quaker export ad- 
vertising 


Reinhold Sales 
Setup Revamped 


New York, June 28—Reinhold 
Publishing Co., which manages 
advertising and sales for the 
American Chemical Society's five 
publications, has reorganized its 
sales staff. 

Henceforth, one advertising sales 
staff of seven men will represent 
Industrial & Engineering Chemis- 
try and Analytical Chemistry 

Another seven-man staff will 
represent Chemical & Engineering 
News, The Journal of the Amer- 
ican Chemical Society and Chem- 
ical Abstracts. 


se Both staffs will work under the 
direction of Merald Lue, 
president of Reinhold and adver- 
tising sales manager for the Amer- 
ican Chemical Society publica- 
tions. Gilbert E. Cochran, vice- 
president of Reinhold, continues as 
western advertising sales manager 
of the society’s publications, with 
headquarters in Chicago 

Reinhold Publishing Co. repre- 
sentatives in various offices across 
the country have been assigned to 
one of the two sales staffs. Thomas 
Casey, district manager in Cleve- 
land, moves to the New York of- 
fice under the new plan. 


vice- | 


ican Cigarette and Cigar Co. ads 
for Pall Malls. 


e An order against Lucky ads had 
been recommended to the commis- 
sion more than a year ago, but 
was challenged by American. As 
a result of argument before the 
|} commission, the order was modi- 
| fied to permit American to retain 
|the claim “it’s toasted.” 

In its order, FTC said: “Scien- 
tific evidence in the record estab- 
| lishes that there is no significant 
difference in the acid in the tobac- 
used in the manufacture of 
popular brands of cigarets or in 
the smoke therefrom 

“In addition to the testimony of 
|experts that there is no particu- 
| lar or significant difference in the 
acidity of the popular brands 


;co 


for | 


| 


| 
| 


of | 


| cigarets and that there would be} 


no difference in the effect of the 
acidity on the persons smoking any 
of the popular brands of cigarets 
the record contains actual tests 
ples of different leading brands of 
cigarets, which reports show that 
the smoke from the Lucky Strike 
cigarets involved in the tests was 
not less acid than the smoke from 
other leading brands.” 


@ The commission said American 
and other manufacturers bid upon 
and purchase at the same public 
auction sales the same grades of 
tobacco at substantially the same 
prices. Nicotine content varies, 
FTC said, “not only among kinds 
of tobacco, but also among plants 
of the same type on the same farm 


of the acidity of smoke from sam-| 


and in the same field, and even 
among leaves of the same plant.” 

In view of the variations in the 
leaf tobacco, the findings continue, 
it ls “impossible to determine with 
any degree of accuracy the nico- 
tine content of a pile of tobacéo 
merely from visual inspection 

“It is impossible, from a practl- 
cal standpoint,” FTC said, “fer 
any cigaret manufacturer to mait- 
tain a given level of nicotine fh 
the tobacco purchased for use in 


the manufacture of cigarets.” 

FTC conceded that American 
removed portions of the nicotine 
and other chemical] 


constituents 
by subjecting tobacco to heat, but 
Said other manufacturers of other 


leading brands accomplish the 
same results 
“No manufacturer attempts fo 


remove all of the nicotine from the 
tobacco. To do so would destroy 
the tobacco for commercial pur 
poses.” 


@ Since it had dropped claims that 
Luckies contain less nicotine an@ 
acid than other brands, Americag 
asked that this section of the 
order be omitted, but FTC refused, 

“The commission is not satisfied 
that the respondent might not ree 
sume the representations in the 
future,” it declared 
FTC said American's survey of 
210 persons it classified as “in- 
dependent tobacco experts” does 
not provide a real for the 
claim that Luckies preferred 
2-1 

A number had no connection 
whatsoever with the tobacco busi- 
ness, FTC said; of 440 who claimed 
to be exclusive smokers of Lucky 
Strikes, 50 do not smoke at all: 
more than 100 do not smoke 
Luckies exclusively, and a number 
smoke exclusively 


basis 
are 


other brands 


Ad Fraternity Names Sharpe 
Ernest A. Sharpe of the Univer- 
sity of Texas was elected president 
of Alpha Delta Sigma, national 
professional advertising fraternity, 


at the group's annual convention 
in North Falmouth, Mass. Otto 
Kleppner, head of Kleppner Co., 


New York, was 
kols Cup for his 
tribution 


awarded the Nic- 
outstanding con- 
to advertising education 
through his books, speeches and 
teachings The Douglas Leigh 
chapter at the University of Flori- 
da was awarded the President's 
Achievement Cup as the most out- 
Standing chapter of the year 


Trumbull Names Donohue 
Douglas J 
a salesman 


Donohue, since 1945 
for eastern terri- 
tory, has been named Atlantic dis- 
trict sales manager of Trumbull 
Electric, department of General 


its 


Electric Co., Plainville, Conn. Mr 
Donohue’s headquarters are in 
Philadelphia 
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July ‘Fortune’ Hits Free Enterprise Drives 


New York, June 26—Free en- 
terprise campdigns mapped out 
by agencies for themselves and 


for various clients take something 
of a licking in a Brookings Insti- 
tution report on economic educa- 
tion published in condensed form 


in the July Fortune 

The magazine says the report 
bolsters its own recent finding 
that most free enterprise cam- 


business as 
neither 
but 


paigns sponsored by 
education” are 
economics, 


‘economic 
education nor 
largely ineffective propaganda. 
Criticism is aimed at the Ad- 
vertising Council for its booklet 
“The Miracle of America.” Ac- 
cording to the report, the booklet, 
job in many re- 
spects, goes onto “very shaky 
ground” with a chart showing the 
U. S. to have a much higher stand- 
any other na- 


while a good 


ard of jiving than 


tion 


booklet, implies that this 
attributable to gur 
and economic 
report, which 


a “The 
is entirely 
freedom 

the 


political 

security,” says 

declares 
“The 


security 


upon economic 
the free en- 
terprise system seems altogether 
misplaced. The greatest criticism 
leveled against the private enter- 
has been that it 
adequate secur- 


emphasis 
afforded by 


prise economy 
does not provide 
ity.” 

As for agency-client free 
prise advertising 

“These mass efforts often try 
to frighten the public into an ap- 
preciation of our blessings, or to 
them a bill of goods by an 
extravagant extolling of the vir- 


enter- 


sell 


‘tues of our traditional system. The 
numerous questions that trouble 
the minds of people are seldom 


met. It is one-way com- 
munication—telling people what's 
what without providing oppor- 
tunity for clarifying discussions 


of the issues involved.” 


squarely 


that educa- 
this kind sel- 


asserts 


e The 
tional 


report 
programs of 


S1IMPSON-REILLY, LTD. 
Publishers Representatives 


eince 


tere 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


MOTION without a motor! 


Bottle turns around 
slowly and continuously 


& 
* 


The stars sparkle intermittently 
as the lettering changes color 


issue. It 
“reason- 


dom take up the real 
points out that it seems 
ably clear” that only a handful 
of people in the U. S. are inter- 
ested in socialism or communism 


Thus: “The real issue is be- 
tween New Deal-Fair Deal con- 
ceptions involving the extension 


and the 
programs 
and the 


of government control 
support of welfare 
through deficit financing, 


more traditional conceptions of 
the Republicans and some sec- 
tions of the Democratic Party.” 


In another place the report de- 
clares that “a substantial part of 
the current mass education move- 
ment appears to be based upon the 
conception that through the use 
of high pressure, modernistic 
methods of presentation there is 
a shortcut to the economic educa- 
tion of the masses—that by at- 
tractive pictures, catchy phrases 
and reiterated ‘listener impres- 
sions’ the can be quickly 
educated.” 


masses 


e Then it warns: “It is quite pos- 
sible that methods of this kind 
may produce results the opposite 
of those intended.” 

The report finds economic 
ucation—in or out of the schools 

is not good enough for intelli- 
gent citizenship. It points out that 
only 10% of those in high school 
and 25% of those in college take 
high school teach- 
ers are trained; textbooks 
are inadequate both on school and 
college levels 

Despite these failings—in and 
out of schools—the Brookings in- 
vestigators look for a gradual im- 
provement in teaching methods 
and a broadening of economic un- 
derstanding as we learn from the 
“present experimentation.” 


ed- 


any economics, 
poorly 


Wiedemann Sponsors TV Show 

TV rights to “Boston Blackie” 
in Cincinnati, Columbus, Dayton 
and Indianapolis markets have 
been purchased by Geo. Wiede- 
mann Brewing Co., Newport, Ky., 
from Ziv Television Programs. 
Strauchen & McKim, Cincinnati, 
is the agency 


Grady Co. Names Launey 
Robert E. Launey, formerly with 


the Wendell P. Colton Co., has 
joined the Robert B. Grady Co., 
New York, as media director. He 
replaces Edward F. Curtis, who is 
now a space salesman with Dow 
Jones Inc 


%& Heat-Rotor revolves to produce all motion 
%& Less expensive, more effective than fluorescent 


%& For counter or back-bar display 


% Full color, true, plastic replica of your product 

% Heavily embossed and formed. Brilliantly colored 
%& Non-breakable. Constructed for long life 

*% Makes attractive display with light on or off 


*% No installation necessary .. . 


%& Priced low in quantity production 


C 


SCOLITE | 


‘- ay = ) 
MANUFACTURED BY 


PLASTIC SERVICE CO. 


just plug in 


Write for full information & prices 


FRPP erece 


1725 SO. BROADWAY e LOS ANGELES 15, CALIFORNIA 


the most desired of all permanents 


ant (Silt 


PROFESSIONAL PERMANENT 


mw want a Helene Cartes Permanent 


VISIT YOUR BEAUTICIAN—So advises this full-page, four-color ad for the beauty 


division of Helene Curtis Industries, 


Chicago, which is launching its largest com- 


paign promoting the professional beauty salon industry and Helene Curtis per- 


manents. Starting in July issues, ods will run in Charm, Glamour, 
Movie Life, Movie Stars Parade, Personal Ro- 


Intimate Romances, Look, McCall's, 


mances, Photoplay, 


Vogue and Woman's 


Harper's Bazaar, 


Home Companion. The long range 


drive also includes four-page inserts in American Hairdresser and Modern Beauty 


Shop, plus point of sale reproductions of the ods 
egency. 


the 


Gordon Best Co., Chicago, is 


Four ow Divisions 
Established by ABC 


Splitting Radio, TV 


New York, June 26—A major 
step in American Broadcasting 
Co.'s plan for separating its radio 
and television operations was an- 
nounced last week when the net- 
work established four new internal 
divisions 

The new setup, effective July 
2, consists of radio network, tele- 
vision network, owned and oper- 
ated radio stations, and owned and 
operated television station divi- 
Ernest Lee Jahncke Jr. is 
vice-president in charge of the 
TV network and Alexander Stro- 
nach Jr. is the vice-president in 
charge of the radio network. 

The ABC-owned radio stations 
will be directed by James Con- 
nolly, and Slocum Chapin is in 
charge of ABC television outlets. 
Mr. Chapin and Mr. Stronach are 
both ABC vice-presidents 


sions. 


@ Several changes have also been 
announced for ABC’s regional di- 
visions. In Chicago, James L. 
Stirton, formerly central division 
sales and general manager, has 
been appointed director of the di- 
vision’s television network opera- 
tions, and Edward G. Smith, for- 
merly manager of the midwestern 
program sales department, takes 
over the radio end in the central 
division. 

On the West Coast, Ernest Felix 
is acting manager of the ABC 
western division and Donn B 
Tatum has been appointed direc- 
tor of television. 

The network’s cooperative sales 
department has also been divided 
Ludwig Simmel will manage radio 
sales while George Smith handles 
cooperative TV sales. 

ABC's special service, public re- 
lations and research, advertising 


and promotion, legal, news and 
special events, and general engi- 
neering departments will not be 
separated for the time being 


Electrical Manufacturers 
Promote Gift Campaign 


Continuation of its electric 
housewares gift campaign (adver- 
tising and merchandising) through 
fall and winter has been voted 
by the National Electrical Manu- 
facturers Assn. Basic theme of 
the drive is “Give electric house- 
wares—first choice for every gift 
occasion.” Members of the asso- 
ciation have been advertising in 
business publications, and 24,000 
dealers have tied in with the cam- 
paign by using a 
k 


it. 
A 20-page merchandiser which 
shows dealers how to promote 


electric housewares as gifts will 
be presented to the trade at the 
July Housewares Show in Atlantic 
City. A nationwide display contest 
has just been held to reward deal- 


ers for the most outstanding win-| 


dow and interior displays tying 
in with the gift theme. Winners 
will be announced Sept. 1. 


Crosley Promotes Three 
Crosley division of Avco Mfg. 
Corp., Cincinnati, has promoted 
three men to divisional sales man- 
agers. They are: M. R. Rodger, 
assistant general sales manager, 
to the central division; T. H. Ma- 
son, sales promotion manager, to 
the western division, and E. W. 
Gaughan, in charge of special ac- 
tivities, to the eastern division. 


Zitt-Davis Boosts Seltzer 

Norma Seltzer, previously as- 
sistant promotion manager, has 
been named to the newly created 
position of promotion manager of 
Nodern Bride, New York, a Ziff- 
Davis publication 


Robert Sawyer Joins K&E 


Robert Sawyer, former motion 
picture writer, has been named 
a radio-TV supervisor of Kenyon 
& Eckhardt, New York. 


merchandising | 


Advertising Age, July 2, 1951 


Calvert Summer Ads 
Extend Invitation 
to ‘Come See Us’ 


New York, June 26—For the 
past 15 summers Calvert Distillers 
Corp. has staged a special adver- 
tising and sales promotion drive 
to offset any hot weather slump in 
whisky sales 


This year’s campaign (concen- 
trated largely in July) will be 
unusual in two respects: (1) Cal- 


vert will take color spreads in 
Collier's and Life to invite the pub- 
lic to visit its distilleries in Balti- 
more and Louisville, and (2) it 
will set aside a “record budget” 
for the period. The company 
quotes no dollar figures, merely 
Saying it will spend “about 8% 
more than last summer.” 

The invitation ad promises visi- 
tors they will see taste-testing and 
research laboratories, the “library” 
of whiskies and the “hospital-like 
cleanliness of our buildings.” 


@ As part of the summer drive, 
Calvert will use its regularly 
scheduled 400 newspapers and a 
50 showing of car cards in major 
markets, featuring the “Calvert 
Challenges Comparison” theme. 
The Lord Calvert “Man of Dis- 
tinction” copy—never before run 
in July—-will appear in American 
Magazine, Collier's, Elks Magazine, 
Esquire, Life, Newsweek and Time. 

Point of sale promotion pieces 
will carry out the plant visit in- 
vitation and the “challenge 
themes. Window, counter, bar and 
mass floor displays also will be 
used. 

Lennen & Mitchell handles Cal- 
vert Reserve, and Geyer, Newell 
& Ganger has the Lord Calvert 


; account. 


Eagle Runs 36-Page Ad 
A 36-page advertising section- 

largest ever run in the Daily News 
Record for one advertiser—ap- 
peared in the June 26 issue for 
Eagle Clothes Inc. The section was 
prepared by Ted Bernstein Asso- 
ciates, New York, to promote the 
opening of Eagle’s new men’s 
clothing factery in Brooklyn. 


Names Clifford H. Spath 

Automatic Washer Co., Newton, 
Ia., has named Clifford H. Spath 
assistant to the sales director. Mr 
Spath formerly was a Chicago dis- 
trict manager for the company's 
Laundry Queen line 


(Who buys the oan | 


NEW CARS? 


Among the readers of all the multi- 
million-cireulation newsstand-sold 


magazines reported by Starch * 


American Home 
Magazine 
again ranks £57 


with the 
reader-families making purchases 


highest percentage of 


in this important category 


*42nd Starch Consumer Magarine Repos 
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Agencies Must 
File Prices, 


OPS Insists 


(Continued from Page 1) 
qualify as professional organiza- 
tions. He contends that by “pro- 
fessions,”” Congress had in mind 
learned professions where special 
academic preparation is required 

Despite the fact that OPS wants 
agencies and public relations firms 
to file price lists, it has not pre- 
pared any trade bulletins or forms 
to assist them, nor has it sent in- 
structions to its local offices. 


s “Some of the local offices may 
tive conflicting advice,” Mr. Fein- 
berg conceded, “but it is our posi- 
tion at this time that agencies are 
required to file.” 


He said agencies which have 
neglected to file should do so as 
rapidly as possible. Failure to 
file could result in civil and crim- 
inal penalties if OPS chose to 
prosecute. 

Mr. Feinberg said agencies 


should provide their local OPS 
offices with statements containing 
the following information: 

1. The rate of commission they 
receive for placing advertising. 

2. The fees they charge for serv- 
ices to clients, and an explanation 
of how these fees are determined. 

3. An explanation of contractual 
arrangements they may have with 
clients. 


@ Since agencies are non-retail 
organizations, this information 
need not be posted, but must be 
kept on file. On request, OPS will 
treat the information as confiden- 
tial. 

In addition to the statutory ex- 
emption which was given most 
media, OPS has issued orders tak- 
ing small printers and most forms 
of printed advertising matter out 
from under price control. In tak- 
ing this action, OPS pointed out 
that the result was not likely to 
contribute substantially to infla- 
tion. 

Mr. Feinberg said that there 
has been no application from agen- 
cies for relief from the pricing 
order, and that there is no action 
pending at this time to exempt 
agencies. 


@ The base period under the serv- 
ices trade order is the freeze peri- 
od—Dec. 19, 1950 to Jan. 25, 
1951. The order covers a wide 
variety of services, from barbers 
and beauticians to parking lots, 
banks and amusements parks. 

In general, all industry members 


CCNA OFFICERS—Officers elected at the Controlled Circulation Newspapers of 


America meeting in St 


Lovis ore (seated, left to right): Abner E. Rosenblatt, St. 


Lovis Observer, vice-president; Herbert G. Pillen, Mercury Press, Washington, presi 

dent; Ferd Coleman, Shoppers’ Guide, Williamsport, Pa., vice-president; (standing) 

Eric Smith, Washington, executive secretary; and Miss Y. R. Klein, Cleveland Shopping 
News, secretary-treasurer. 


are held to their freeze period 
prices. Where they did not offer 
the service during the base period, 
their price is the ceiling price of 
their closest competitor for the 
same service to a purchaser of 
the same class. 

In using a pricing method, the 
service organization must not 
charge more for each factor of the 
rate or pricing method than the 
highest price charged for each 
factor during the base period. 


e For example, OPS points out, 
where price depends on an hourly 
labor cost plus the cost of mate- 
rials, the charge for labor cannot 
be increased, nor can the charge 
for materials, unless a price regu- 
lation has been issued permitting 
increases in the price of the mate- 
rials. 


The order, CPR 34, available 
from OPS offices, also outlines 


the procedure for obtaining price 
adjustments. It also states the 
types of records which each firm 
must maintain 


National Products on TV 
National Products Corp., Nash- 
ville, will sponsor “What Makes 
TV Tick,” with Ray Morgan, over 
DuMont Television Network start- 
ing July 3, 11 p.m., EDT. Agency 
for the program is Marfree Ad- 
vertising Corp., New York. 


Betteridge Names Botsford 

William H. Botsford, formerly 
with the Detroit News, has been 
named public relations director 
of Betteridge & Co., Detroit agen- 
cy. 
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specialists 
in fine 
photo engraving 


REVERE PHOTO ENGRAVING CO. 


712 FEDERAL STREET - 


CHICAGO S&S, ilk 


Port of Philadelphia 
Is Made Subject of 
Public Service Ads 


PHILADELPHIA, June 27—Phila- 
delphia Electric Co. has launched 
a nationwide campaign designed 
to publicize the industrial assets 
of the Quaker City and the Port 
of Philadelphia. 

The magazine schedule includes 
a four-color page in the June 30 
Saturday Evening Post, followed 
by insertions in Forbes, July 1, 
Time, July 9, and Business Week, 
July 28. The series will be con- 
tinued in the same group of maga- 
zines, plus b&w copy in the New 
York Times and the national edi- 
tion of The Wall Street Journal. 

The SEP ad shows an illustra- 
tion of the Port of Philadelphia 
with the theme “Put Your Plant 
at the Doorway of the World.” 
Philadelphia Electric’s board 
chairman, Horace P. Leversidge, 
emphasized that the campaign is 
not simply one to bring new in- 
dustries to the city, but rather an 
activity to keep the importance of 
Philadelphia before the nation 
a place to live and work. 

Al Paul Lefton Co. is the agency. 


as 


Austrian Gets Two Accounts 

Tru Balance Corsets Inc. and 
Frank M. Whiting & Co., division 
of the Ellmore Silver Co., have 
appointed Ray Austrian & Associ- 
ates, New York, as their agency. 
For Tru Balance, an expanded 
fall campaign, using repeated 600- 
line insertions in some 15 news- 
papers, is planned. Whiting will 
use national magazines, direct mail 
and dealer aids for its Whiting and 
Amston silverware. Harry Serwer 
Inc. formerly handled the Tru 
Balance account, and Rehbock- 
Hollinger & Wallis was the previous 
agency for Whiting. 


Two Join Erno Laszlo Co. 


Arthur G. Hadley and Richard 
M. Holsten, both formerly con- 
nected with the Schiaparelli in- 
terests in the U. S., have joined 
the new Erno Laszlo Co., 665 Fifth 
Ave. New York. Laszlo will 
launch a new line of beauty prepa- 
rations in the fall. Mr. Hadley and 
Mr. Holsten will divide sales and! 
promotion responsibilities. The 
company expects to announce its 
advertising agency shortly 


RTSL Raises Rates 33 1/3°% 
Station KTSL, CBS-owned Los 
Angeles TV outlet, will increase 
its rates approximately one-third 
July 15. The Class A, one hour rate 
will increase from $900 to $1,200. 


Esquire Appoints Gorham 

Mack C. Gorham, formerly with | 
Crowell-Collier Publishing Co., 
has been appointed sales research | 
manager of Esquire Inc., New) 
York. 


WALTER F. DUNLAP 

MILWAUKEE, June 26—Walter F 
Dunlap, 71, formerly president and 
general manager of Klau-Van Pie- 
tersom-Dunlap Associates, died 
June 24 

Born in Princeton, Wis., in 1880, 
Mr. Dunlap came to Milwaukee 
in 1901 and entered the insurance 
business. He became interested in 
advertising after working with 
Gustav Klau and Anthony Van 
Pietersom on direct mail for his 
insurance concern. He joined the 
agency in 1907, secured its first 
account (Harley Davidson Motor 
Co.) and was named president and 


general manager the following 
year 
Mr. Dunlap was a member of 


the Associated Executives Club, 
Milwaukee Press Club, a past pres- 
ident of the Sales Managers Assn., 
a member of the Wisconsin Utili- 
ties Assn., a past president of the 
Milwaukee Rotary Club, and was 
at one time chairman of the Ro- 
tary International magazine com- 
mittee 


RALPH P. FAHEY 


HartForD, June 26—Ralph P. 
Fahey, 52, national sales and serv- 
ice manager of the electric shaver 
division of Remington-Rand Inc., 
Bridgeport, Conn., died at his Nor- 
walk home yesterday. 

Mr. Fahey joined Remington- 
Rand in 1938, first serving as as- 
Sistant general sales manager. In 
1944 he was named national serv- 
ice manager and was appointed 
sales and service manager in 1948 


ANTHONY LEMBO 

Newark, June 26—Anthony Lem- 
bo, 37, a partner in Lembo & 
Rowitt, local advertising agency, 
died yesterday after a short illness 
Before establishing a partnership 
with Samuel Rowitt in 1947, Mr. 
Lembo was in the art departments 
of Hickson-O’Donnell Advertising 
Agency in New York and the Her- 
man Levy Agency here. 


THOMAS M. KEENAN 
PHILADELPHIA, June 27—Thomas 
M. Keenan, 55, formerly head of 
the Evening Bulletin’s theatrical 
advertising section, died June 23 
at Veterans Hospital in Butler, Pa. 


CHARLES R. KIMBELL 

PHILADELPHIA, June 26—Charles 
R. Kimbell, 54, sales manager of 
Country Gentleman, died yester- 
day in his suburban Rosemont 
home after a long illness. 

A native of Hinsdale, Ill, Mr. 
Kimbell joined the Curtis Publish- 
ing Co. in 1932 as an advertising 
space representative on Country 
Gentleman. Later, he became pub- 
lication manager and in 1946 was 
named sales manager 


Wildroot Co. Buys Program 

Wildroot Co., Buffalo, will re- 
place Procter & Gamble as co- 
sponsor with General Mills of 
“FBI In Peace and War” (CBS) 
effective July 5. Batten, Barton, 
Durstine & Osborn is the agency 
for Wildroot. 


ABC Names Holden, Stuart 


Charles F. Holden, for three 
years TV production manager of 
American Broadcasting Co., New 
York, has been named assistant 
national director of program pro- 
duction for the network. H. Mal- 
colm Stuart, formerly of The 
American Weekly, has been added 
to the radio network sales staff. 


Hanly, Hicks Promotes Mann 

Robert N. Mann, an account 
supervisor who joined Hanly, 
Hicks & Montgomery, New York, 
in 1947, has been elected a vice- 
president of the agency 


Tru-Flo Appoints Ettinger 

Tru-Flo Filter Co. Cedar Ra- 
pids, la., has appointed Chester A 
Ettinger Advertising to direct 
space media advertising for its 
automotive oi] filter. 


Lawlor Joins Kelly-Smith 
Edward D. Lawlor Jr., formerly 
with the Chicago Herald-American 
and Bolling Co. has joined the 
Chicago sales staff of Kelly-Smith 
Co., newspaper representative. 


Rogers Publishing Names 2 


Rogers Publishing Co., Detroit, 
has named John T. Benedict ex- 
ecutive editor of Design News, and 
Winston C. Williams executive 
editor of Purchasing News 
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THE REPRODUCTION 
COST OF BOTH THESE 
DRAWINGS IS 
EXACTLY THE SAME! 


Cost-wise, the addition of tone 
does not result in increased 
reproduction cost when art is 
prepared on Craftint Double- 
tone paper. Finished Double- 
tone art, although containing 
two distinct and mechanical- 
ly perfect shading tones, still 
reproduces as straight line 
work This means an 
appreciable savings in en- 
graving costs and cleaner, 
sharper illustrations. 


CRAFIINT 


DOUBLETONE 
DRAWING PAPERS 


is a patented drawing paper 
containing two separate tones 
or patterns invisibly processed 
into the paper itself. The 
artist “brings up” these tones 
instantly with a quick flick 
of the brush. Doubletone art 
is both economical and dif- 
ferent, and is quicker to do 
than an ordinary wash draw- 
ing. See Figure 2. 

Write today for Pottern Chart ond 

further information. Doubletone is 


sold at your loco! ort supply deal- 
er or direct 


THE CRAFTINT MANUFACTURING CO 


1227 East 152nd Street © Cleveland 10. Ove 
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Never Underestimate the Power of a Woman! 


Responsiveness is one of the charming characteristics of women. 


Because Ladies’ Home Journal gives full play to subjects that 


interest them most, more women buy the Journal, issue after issue, 
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